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1. AIMS AND SCOPE :-
In the present age of information which the world is witnessing towards 
the iweniv-first century, information is held as a key resource for 
the economic, socio-cuUure and pohtical development of a nation. Organisations 
make greater use of information as an economic resource to introduce innovation 
and to increase their effectiveness and competitive position. People in order 
to ensure better standards of living, use information more intensively in 
their day to day activities so as to firm-up their choices between alternative 
products and services. Under this conception, information organisations and 
information units within others kinds of social system, in both public and 
private sectors, perform marketing functions.'Such functions include establishing 
production objectives for specific consumer groups or segments in quantifiable 
terms, determining how to familiarize and build demand within different 
segments for products and services offered, developing a viable financial 
basis to support the producers' activities and evaluating exchange relation 
to measure efficiency and effectiveness, as well as to discover possibilities 
for new or improved information products/services. Thus, as a student of 
Library and Infonnafion science, I selected this topic entitled as "Information 
Marketing" for my dissertation. The present work in the form of annotated 
Bibliography is the result of a continuous and constant attempt of searching 
( 7 ) 
all significant literature available on the topic, that has great and growing 
Bibliography consist of about 210 articles that are fairly representative of 
all the aspects covered under the subject : "Information Marketing". 
The work is divided into three parts : 
PART 1 - is the description part 
PART II - is the main part of the present study. It consists of an annotated 
list of articles on the subject. The entries are not comprehensive 
but are fairly representative on the subject. 
PART III - include author index, title index, and list of subject headings. A 
list of Periodicals consulted during the study has also been gi\'en 
in this part. 
2. LIBRARIES VISITED :-
The primary sources were consulted at :-
(i) British Council Library, New Delhi 
(ii) American Central Library, New Delhi 
(iii) Indian National Scientific Documentation Centre (INSDOC), New Delhi 
(iv) Maulana Azad Library, A.M.U., Aligarh 
(v) Seminar Library of Department of Library and Information Science, 
A.M.U., Aligarh. 
(8) 
3. METHODOLOGY :-
For collection of literature, Library and Information Science Abstract 
(LISA) was used as secondary sources, to locate articles on the topic. 
The relevant articles were located, bibliographical reference was given, 
and the article was abstracted on 5"x7" cards. 
After the completion of abstracts, subject headings were allotted, and 
the cards were arranged in an alphabetical sequence (letter - by - letter). 
An alphabetical list of periodicals with their place of publication is 
also given. 
At the end of this bibliography two separate indexes, author index 
and title index are given along with entry number in the bibliography part. 
3.1 Subject Heading :-
Attempt has been made to give co-extensive subject heading 
as much as possible, by natural language. Under same subject heading 
entries are arranged alphabetically using authors name. This will help 
users to find out desired articles from this bibliography. An humble 
effort has been made to follows postulates and principles as suggested 
by Dr. S. R. Ranganathan in the formation of subject heading. 
3.2 Standard Followed :-
Care has been taken to strictly follow the rules and practices 
(9) 
of the Indian Standards for bibliographical Reference (IS 2381 - 1963)cm. 
ccc to bring uniformity for the bibliographical references thioughout 
3.3 Arrangement :-
The entries m this bibliography are grouped and assigned stiictly 
under subject heading alphabetically letter by letter. 
An entry is preceded by subject heading m capitals The entiy 
begins with entry element (i.e. Surname) of the author in capitals, 
followed secondary element (i.e. Forename) within parenthesis and 
then the title of the article, subtitle (if any), then name of the pcnodicdl 
being underlined followed by the volume, issue no , month in abbievialed 
foim, year of publication and inclusive pages of the articles Then 
each entry is followed by Indicative - informative abstract of the 
article. 
Entries of periodicals are arranged as follows . 
(a) Serial No. 
(b) Name (s) of the author (s) 
(c) Full Stop 0 
(d) Title of contribution including Subtitle, if any 
(e) Full Stop 0 
(f) Title of the Periodical 
(g) Full Stop (.) 
(10) 
(h) Volume No. 
(i) Issue No. (within bracket) 
(j) Semi Colon (;) 
(k) Month 
(1) Comma (,) 
(m) Year of Publication 
(n) Semicolon (;) 
(o) Inclusive Pages of Article 
(p) Full Stop (.) 
SPECIMEN ENTRY :-
Calabrese (A). Marketing Action Planning : the untold story. IFLA 
Journal . 25 (3) ; 1999 ; p. 159 - 61. 
3.5 Explanation :-
This article is taken from IFLA Journal which is entitled as 
"marketing Action Planning : the untold story" written by Calabrese 
in 25''' volume of the issue no. 3 of the 1999 on the pages 159-61 
against this entry the serial no. is given. 
3.6 Abstract :-
Indicative - Informative abstracts are given to help users m 
finding out their relevant subject matter. 
(11) 
3.7 Indexes :-
/iite?~ the indexes, list of subject headings and list of periodicals 
consulted, along with their place of publication ' ^ are 
given. 
e The index part contains an author index and a title index. Th 
ISI rules for alphabetical indexes are strictly followed for both the 
indexes. Each index guide to the specific entry or entries in the 
bibliography. It is hoped that they will be found very useful in 
consultation of the bibliography. 
• • 
(12) 
LIST OF ABBREVIATIOS / ACRONYM 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
ACM 
AOL 
BC 
BCR 
CDI 
CD-ROM 
CISM 
DBM 
DJI 
HDD 
EPO 
GPSS 
IBM 
IPE 
LEOX 
Lie 
LIM 
Association of Computing Machinery 
America Online 
British Council 
Bibliographic Centre for Research 
Compact Disc Interactive Applications 
Compact Disc Read only Memory 
Community Information Super Markets 
Database Marketing 
Dow Jones Interactive 
Electronic Document Delivery 
European Patent Office 
Gateway Packed Switch Services 
International Business Management 
Institute of Public Enteiprises 
Library Orientation and Exchange 
Library and Information Centres 
Library and Infonnation Management 
(13) 
18. LIPS 
19. MAID 
20. NICTAS 
Library and Information Products and Services 
Market Analysis and Information Database 
National Infomiation Centre for Textile 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
34. 
35. 
NOM 
NYTIS 
OUP 
PIB 
PIN 
PLS 
PSDN 
SDI 
SMEs 
STM 
SUMI 
UCD 
VSNL 
WSJI 
WWW 
and Allied Subjects 
National Online Meeting 
New York Times Information Service 
Oxford University Press 
Principal International Business 
Personal Identification Number 
Personal Library Software 
Public Packed Switched Data Network 
Selective Dissemination of Information 
Small and Medium Sized Enterprises 
Science, Technology and Medicine 
Software Usability Measurement Inventory 
University College Dublin 
Videsh Sanchar Nigam Limited 
Wall Street Journal Interactive Edition 
World Wide Web • 
(14) 
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INTRODUCTIONI 
INFORMATION MARKETTNCx :-
Information Marketing is not a very old concept. It is considered as most 
viable profession in the United States. Information Industry comes only after automobile 
and oil industry. In the modern age, life is not possible without information. It 
may be considered as important as food, shelter or water, If a society decides to 
live without information it may become static. The advanced countries are rich 
because they have generated new information which may be helpful to a number 
of industries. Developing countries in order to make progress, have to purchase/ 
procure information from the prod'-cos which are the industrialized advanced 
countries. If they don't procure, they cannot start new industries, improve the old 
ones, or substitute the obsolete information. Adhering to the concept of indigenous 
efforts for information cannot make any country or institution successful in this 
scientific age. It has became imperative to have direct link with the latest information 
in every field in the world. 
India is a developing country ' - and needs a lot of information 
in some fields and in some it can provide information to a no. of countries. Some 
scholars think that information in India should be free of cost. These scholars 
and librarians should know that the developed countries which are spending billions 
of dollars on new researches cannot afford to give information free of cost. If 
India or other countries have to purchase information naturally they will have to 
(15) 
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pay for it. A large no. of industrial units and research institutions are purchasing 
information from other countries. They can pass on this information to smaller 
units only on payment basis otherwise these institutions cannot survive. 
The concept of Information marketing has significant scope in the libraries 
; however, it is not finding proper place in the curriculum. Time is coming when 
the libraries will have to work as information sellers / brokers. They will have 
to collect information from each and every source in order to maintain their existence. 
The concept of privatisation will make India complete with other nations in a 
number of fields. In this changing scenario, the concept of information marketing 
is assuming great significance. Some universities have already started providing 
information on cost. 
1. WHAT IS INFORMATION MARKETING :-
According to Encyclopaedia of Library and Information Science, vol. 17. 
The marketing of Information services is perhaps best described as being in an 
mature stage of development as compared with most industrial goods. Factors which 
characterize the difficulfies of marketing informaiton services are : (1) The relatively 
low level of knowledge and lack of agreement on users requirements, wants and 
needs ; (2) the subsidized or nonmarket environment in which most scientific and 
technical informaiton product and services are used ; (3) The virtual impossibility 
of estimating the value contributed by informafion product and services to the 
efficiency and conduct of research and development and the advancement of scholarly 
(16) 
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pursuits; (4) the general economics unsophistication of those, mostly schooled in 
thehumanities and the nonmarket oriented library school environment who purchase 
information product and services. 
According to Gopinath : Marketing is a three - tier process : 
(a) Marketing is an economic activity where in productivity of information 
access and usage is studied. 
(b) Marketing is a social process wherein information is activised to serve 
a set of social activities. 
(c) Marketing is a managerial process as it helps in controlling information 
flow. 
Information Marketing is a management discipline and equality it is part of 
management and organizational philosophy, which is reflected in attitudes and 
approaches across the whole organization. Information marketing provides and 
illuminates the focus for successful organizations. The newcomer to marketing 
concepts realizes very quickly that marketing abounds wonderfully in common 
sense and that concepts which are put in to practice work. Librarian and information 
professionals are in the people business, they now need to operate as business 
directors and managers, if 'the starting point for the discipline of marketing lies 
in human needs and wants' (Kotler 1984), then librarians and information professionals 
are heading for success. Knowledge, resources, planning, all have their place in 
strategic marketing development and will be put to most effective use where marketing 
(17) 
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strategies are underpinned by a whole organizations approach. 
Effective strategy development will encompass cultural, political and cognitive 
facets as well as financial considerations. The culture of an organization, be that 
organization a pan-global company, a library or an information service, will derive 
from the shared assumptions, beliefs and vision of the members of the organization. 
The understanding of the political nature of the organization and its power bases 
at the cognitive level will inhance the information professional's ability to manage 
strategic change and develope a marketing ethos which can be collectively owned. 
Corporate intelligence the information flows, digests and analysis of the 
library or information service markets will only convert to competitive intelligence 
when the organization listens to its users and analyses also what they are not 
saying. The UK Policy Studies Institute reported in spring 1993 that 52% of adult 
men in the United Kingdom were library members with the figure rising to 62% 
for women. 
Information Marketing is a comprehensive term and it includes all resources 
and a set of activities necessary to direct and facilitate the flow of goods and 
services from producer to consumers in the process of distribution. Marketing must 
include ascertaining it at a profit. This is the proper concept of marketing function. 
Marketing, according to Kotler is that function of the organization that can keep 
constant touch with the consumers, read their need, develop products that meet 
their needs and build a programme to express the purpose of the organization. 
(18) 
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The major function of marketing is the satisfaction of customer's demand for material 
goods and services. 
Marketing is a management function. It is applicable to both commercial 
and non-commercial organizations. However, a distinction should be made between 
marketing and selling. While marketing is primarily to create demand, selling is 
to meet the demand by suitable products and services. Now the subject of marketing 
has created more interest to non-profit organizations like libraries and information 
centres. The librarians and information scientists are familiar with the concept of 
marketing which is nothing but user studies with the possible addition or stress 
of economic aspects and constraints as well as testing of alternate products and 
services. In simple, it one markets information services/products, it is presumed 
that one has identified the user's needs and devised a products that satisfies the 
needs at a price the user can pay in terms of money and / or time. 
Marketing library and information products is relatively a new concept in 
the Indian context. The concept of 'earning' has been pervading the Indian University 
and research, due to economic crunch in the allocation of necessary finances for 
the maintenance and development. The Government of India has taken desirable 
interest in the development of academic libraries and most of the expenditure 
was flowing from the central and state governments. Significant challenges are 
passed to the libraries with the change in the society an technological development 
influencing the adoption to the mode of information input devices and retrieval 
(19) 
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systems These days, orientation of libraries is towards clients and the information 
services used by them. 
Marl<eting, therefore, is the ongoing continuous process of defining, anticipating, 
and creating customer's needs and wants, and of organizing all the lesouices o{ 
the enteiprise to satisfy customer's demand at the desirable profit to the firm and 
also to the customers Marketing aims at serving customer demand by offering 
light goods, in right quality, at right prices, at right places, at right time, to nghl 
consumers. It is the very motto of the lib and Information Science also to supply 
right mfoimation service to the right users at the right time This leads to the 
fulfillment of the fourth law of library science : Save the time of the useis and 
staff 
In infoiTnation industry marketing process starts with observations or hypothesis 
based on evaluation of user's needs and wants. The suppliers of infomiation products 
should study the attitude and behaviour of the users and must ariive at decision 
as to 
(i) The types and specification of products/services that fulfil] the needs, 
(ii) Concept, design, format and probable cost ; 
(ill) Evaluation of the composition and size of the market. 
(iv) Method of promoting and pricing the service ; 
(v) Choice of distribution channels ; 
(20) 
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(vi) Procedure for training of field sales force intermediaries and ultimate users 
of the service ; 
(vii) Estimation of revenue and profit. 
2. CONCEPT OF INFORMATION MARKETING 
In terms of libraries marketing concept means a change of attitude from 
that in which the librarians acquire the types of materials that they feel are appropriate 
for the collection, catalogue them, put them on' the shelves, and assume patrons 
can find them if they want them. Instead, it must be acknowledged that if patrons 
need particular items in their scholarly pursuits and these are in the library collection, 
the patrons ought to be able to locate them. If an item is not in the collection, 
the library should be able to provide access to it with minimum delay through 
interlibrary loan or a cooperative agreement with other libraries. Under the 'marketing 
concept', the patron is the focus, instead of the librarian, and the patron is the 
librarian's reason for being. The marketing of product and services in libraries 
involve the following key marketing concepts : 
(a) MARKET RESEARCH AND ANALYSIS : 
Market research and analysis provide the organization with information necessary 
to analyze decisions regarding the specific structure of the marketing programme. 
It is essential for the libraries to conduct marketing research as due to the 
huge growth of literature in India the teachers, students and research scholars 
(21) 
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have been finding it difficult to keep track with the latest development in 
the subject of their concern. To overcome this problem, different kinds of 
information services such as abstracting and indexing services, state-of-the-
art reviews etc. have been started by both profit and non-profit organizations 
at national and international level. Reddy defines marketing research in the 
context of information environment as the systematic collection and analysis 
of information about services. 
Market analysis is done to enable decision on product design and on 
strategies whether to introduce a new product, the trade-off that are required 
to be considered when two or more alternatives are available, and the priorities 
that need to be assigned to market segments, products, and the marketing 
mix components. In the context of academic libraries, the services of other 
libraries and information centres, database vendors and commercial companies 
are analyzed. 
(b) MARKET SEGMENTATION :-
Market segmentation aims at evaluating the total heterogenous market 
into homogeneous segments and deciding which segments require great priority. 
This activity involves the identification of the users (target groups) actual 
and potential and their needs assessment. Two or more consumers for a 
particular product or service are grouped together, so that their needs are 
belter served. "Try to segment your users into different categories, identifying 
(22) 
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the most important and most influential." Users should be the most important 
criteria to judge good management of academic libraries and information 
centres. Library visitors, information users, teachers and students form the 
most important components of the academic libraries. 
\. ' " ' ". Management of these activities 
must first focus on the customers. In this regard I quote the words of Mahatma 
Gandhi : 
"A customer if most important visitor in our premiss 
he is not dependent on us 
We are dependent on him 
He is not an interruption on our work 
He is the purpose of it 
We are not doing a favour by serving him 
He is doing us a favour by giving us an opportunity to do." 
(c) PLANNING AND DEVELOPMENT OF NEW PRODUCTS AND 
SERVICES : 
New product planning and development usually begins after market analysis, 
consumer research, needs assessment and resource analysis. The concept of 
'product lifecycle' is associated with product planning. So, a product usually 
(23) 
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has four stage lifecycle : 1. introduction ; 2. market growth ; 3. market 
maturity ; and 4. decline. 
New products are not always produced. Sometimes the old products 
are repackaged and promoted in a different place or for a new segment of 
consumers. The purpose is to promote the product initially with an influential 
segment of the population whose support and satisfaction will ensure that 
other sections of consumers probably will also become consumers of the 
product. A new service can first be tested with few carefully chosen users 
whose comments and suggestions may be taken into account in modifying 
the service, if necessary, before launching it more widely. Academic librarians 
consciously build awareness of new product and service soon after the service 
is introduced. Awareness is usually built through brochures, announcements, 
presentations, personal selling and other promotional methods like display 
and charts. If the product meets the expectations of the target group, demand 
for it will grow during the second and third phases of its cycle. Finally, 
it is quite possible that the product or service is no longer capable of satisfymg 
needs possibly because of other better products or services that have since 
appeared on the scene or because it is no longer cost-effective. When this 
happens, the product is withdrawn and the user is encouraged to seek alternatix'e 
products. 
(24) 
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(d) MARKETING MIX : 
Once, the marketing segments are established and needs of users are 
known, the marketing strategy can be developed by the library using the 
marketing tool known as 'marketing mix'. The term 'marketing mix' was 
first coined by Neil H. Borden to describe the combination of the fair inputs 
which constitute the core of a company's marketing system : the product, 
the place or the distribution system, the price structure, and the promotional 
activities. These four elements are traditionally known as four P's : product, 
place, promotion and price. 
3. INFORMATION MARKETING : OBJECTIVES :-
Recognizing the vital role of libraries in education and research the present 
study has been undertaken with the following objectives : 
1. to examine some approaches of marketing products and services for solving 
the problems of libraries in India ; 
2. to examine the level of customer's satisfaction for the products and services 
offered with traditional methods ; 
3. to examine the new information products and services which can improve 
the collection of libraries ; and 
4. to examine the level of penetration already achieved by libraries. 
(25) 
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4. NEEDS FOR INFORMATION MARKETING 
The reasons for this shift-over are several and include the following : 
(a) INFORMATION FOR DEVELOPMENT :-
The present age is rightly characterized as the age of information. The fact 
that information is a key resource for the economic, socio-cultural and political 
development of a nation is gaining increasing acceptance. This being so, availability 
of right information at right time and at right cost becomes all the more critical. 
It means that LlMs will have to chip in, accept the challenge and make it happen 
by playing a more pro-active role. LIMs will have to appreciate that just having 
information and storing it will serve no purpose unless it is put to effective use 
by those who need it i.e., the LIMs will have to bring the user and information 
closer. 
(b) INFORMATION TECHNOLOGY :-
Information Technology (IT) has ushered in a variety of media that can 
help LIMs in efficient and effective acquisition. Computers and CD-ROMs have 
found increasing acceptance in LICs ; multimedia has shown much potential for 
LICs ; and information networks have broken down time and space barriers. By 
virtue of using a variety of IT tools and techniques., LICs are now able to generate 
various kinds of information products and services in addition to performing the 
routine tasks. However, it is a little unfortimate that these remain largely underutilised, 
or even in cases, wholly unutilised. The reasons cited are several and include the 
(26) 
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following : 
(i) efforts in identifying and reaching out the target clientele are inadequate. 
(ii) level of information awareness or consciousness is still low among the users 
and there is a need to raise it further ; 
(iii) information products and services are 'generator' driven rather 'user' driven 
and in that there remains a 'linkage gap' between the generators and users 
of such products and service. 
In keeping with this scenario, LIMs have, in all earnestness, started taking 
active interest in building a strong image for their LICs as well as in the marketing 
of their products and services. This approach is finding increasing acceptance among 
the library authorities as well as library users who are now, all the time, subjected 
to the pressures exerted by several factors. 
(c) INCREASING RESOURCE CONSTRAINTS :-
LIMs are also deluged with advice as to how to acquire and organize learning 
resources and satisfy the complex and ever increasing information needs of their 
users. This situation gets further compounded when the question of a resource 
constrained regime comes into the picture, even in the context of LICs. LICs, 
one time very well accepted as cost centres to cater to the information needs of 
their respective clientele, are now looked upon as out-reaching centres and, thereby, 
revenue generating ones also. 
(27) 
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(d) INADEQUATE RESOURCE UTTLTZATION :-
LICs have, over a period of time, build rich learning resource materials. 
These remain largely underutilised as their use is generally limited to the clientele 
of the organization of which the LIC is a part. In such a scenario, while on the 
one hand, there is an increasing demand for availability of right information, and 
on the other, it is not possible for everyone to go in for huge investments in 
terms of developing appropriate information infrastructure. Hence out-reaching is 
the solution to bridge this gap and it is the absorption of marketing approach 
which can make it happen. 
LIMs will have to take up the challenge of looking out for ways and means 
to increase their client base in the external sectors and open up their resources, 
facilities and services to meet the information needs of the clientele in those sectors, 
of course, without, in any way, jeopardizing the-interests of the internal clientele. 
For this out-reaching measure to be a success, LIMs will have to fine-tune their 
resource development and utilization polices to meet this challenge. 
(e) INCREASING COST OF INFORMATION AND IT :-
Information is becoming increasingly expensive and so is its packaging and 
repackaging. Value addition of the information makes it even more expensive. 
There is a further rise in the cost of information when IT (acquisition and upgradation) 
is to play its role in designing and delivering information services and products. 
( 2 8 ) 
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(1) DECRKASTNG PUBLIC SPONSQRSHTP :-
The age-old concept of certain social services like health, education, justice, 
etc. being made available free of cost, is becoming irrelevant as the time goes 
by. This is true with library and information services also. The institutions engaged 
in all such services are being asked to become self-sufficient, if they are to survive 
in cost conscious and competition oriented social and environmental set-ups. Public 
funding for such pui"poses is being questioned. 
5. DETERMINANTS FOR INFORMATION 
MARKETING :-
The virtual library, these days, does not have walls and is transformed into 
gateways of information rather than the warehouse. Marketing helps libraries in 
determining their future and in identifying products such as services, programmes 
and mateiials. Marketing of library services, pr.oducts, etc. require to define the 
following points : 
1. The access relationship to the ownership. 
2. The value of contents and the extent of collections. 
3. Identification of potential clients in a large community of users. 
4. Specified institufional support for library acfivifies. 
The failure for the marketing of library products is due to following reasons: 
(29) 
INTRODUCTION 
1. Library does not embrace marketing plans. 
2. Nonrecognition of marketing theory and practical applications. 
According to Majaro (1993) of the Charted Institute of Marketing, "Marketing 
is the management process responsible for identifying, anticipating and satisfying 
customer requirements profitably." The concept of marketing distinctly refers to 
the interrelation of - (1) marketing as an organizational attitude, philosophy, a 
set of shared values ; and (2) marketing as a function, a set of activities and a 
process. A market oriented organization is more concerned in identifying and solving 
customers demands than it is concerned with supplying discreet products and services 
to making a profit. 
Marketing has four Ps mix - product, price, place and promotion. The market 
oriented library defines its activities and their resource allocations for the satisfaction 
of customers, clients and patrons. No doubt, the products and profits are important 
components of the management process, the difference is in the emphasis, the 
shared values within the organization and the primary motivation for organizational 
activity. 
6. PREREQUISITES FOR TNFQRMATTON MARKETING :-
For marketing any commodity including the information commodity certain 
prerequisites are needed. In the case of infoiTnation commodity the following conditions 
may be taken into considerafion : 
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(i) A \vell-developed store or collection of data or information. 
(ii) Repacking of the data of information into a marketable commodity. 
(HI) A target community which would need the commodity 
(iv) Creation of awareness about the commodity. 
(v) creation of demand for the said commodity. 
(vi) Marketing of the commodity. 
(vii) Satisfaction of the consumer with the commodity. 
(viii) Continuous supply of the commodity without break or delay. 
(ix) Obtaining the feedback from the customers on the commodity. 
(x) Conducting of research with regard to the changing needs of the customers 
with a view to improve the quality of the commodity 
7. COMPONENTS OF INFORMATION MARKETING 
The 'marketing mix' consists of 4 Ps can be expanded to 6 Ps through the 
addition of two more components, i.e. prelude (marketing audit) and postlude 
(evaluation) which can be discussed later. 
(a) Product :- The product is the heart of the system. It may be associated 
with the materials (books, non-book materials, software etc.) access channels (reference 
assistance, computer searches etc.), and programmes (instruction, demonstrations, 
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films, etc.) 
Obviously, in the planning, designing and development of a product, the 
parameters (i) type of library / information centre ; (ii) user's requirements ; (iii) 
purpose ; (iv) periodicity ; (v) Sources of information ; (vi) presentation of information 
; (vii) coverage ; (viii) distribution ; (ix) pricing and promotion ; (x) manpower 
requirement ; (xi) fmance-revenue and expenditure ; and (xii) technology-computer, 
communication, reprography, are to be considered. The possible products of an 
information agency would be; (i) reference/information service; (ii) on-line service; 
(iii) inter-library loan; (iv) selective dissemination of information; (v) programmes 
such as films and puppet shows; (vi) user education; (vii) circulation of materials; 
(viii) collection of materials; (ix) CD-ROM database access; (x) books by mail; 
(xi) mobile library service; (xii) study carrels or cubicles; and (xiii) reservation 
of materials. 
(b) Price :- Pricing of information services and products is relatively a 
new concept. It has not been considered seriously since library services were being 
provided 'free'. But, with the increased emphasis on accountability and self-sufficiency 
in relation to resources it has become necessary to cost the various activities and 
to recover costs as much as possible. Further, the fact that information brokers 
and consultants are charging high fees for services provided and are thriving successfully 
is indicative of the users willingness to pay for good products. 
Price can be defined as cost - the cost to produce a product. The most 
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obvious example of cost analysis is found in the profit sector where all cost factors 
are calculate and a price for the goods or services is set based upon those factors. 
In the non-profit sector, an inverse approach must be applied ; the budget is the 
known quantity and all possible information services must complete for a share 
in the budget money. In both sectors the cost factors are similar ; only the decision-
making process is altered. But costing is not an easy process as whether overhead 
costs, depreciation, interest on capital, etc. should be included in costing is a 
difficult question to answer. 
(c) Place (Distribution) : This component of the marketing mix is the channel 
that links product and consumer. When considering the distribution possibilities, 
it is important to remember that the product is removed not only in space from 
the location of the consumer, but also may be removed in time from when the 
consumer wishes to use it. 
The following major channels are identified for dissemination : 
(a) Person-to-person — products personally delivered either on request or in 
anticipation of a need. 
(b) Group personal delivery — products delivered to a whole group of user. 
(c) Strategic placement — Products placed at strategic locafion. 
(d) In-house disseminafion — reference, referral, etc. 
(e) Local deposits — products through co-operative arrangements. 
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(f) Mass media — dissemination through newspapers, professional journals, etc. 
(g) Broadcasting — ratio, television, etc. 
(h) Written request — via mail, computer network, facsimile transmission, etc. 
(i) Telephone. 
(d) Promotion (Communication) :- Promotion, although an important element 
in the marketing mix, has received more attention than its share as it has been 
considered synonymous with marketing. The misconception has led to an over 
emphasis on promotion than the other partners in- the marketing process. Promotion 
involves mechanisms by which the target groups are informed about the resources 
available, services and products offered by the library/information centre. 
There are so may interpretations regarding promotion and its many aspects. 
The first aspect concerns public-relations. Many people equate promotion with 
public-relations. But this is not a correct impression. Public-relations is an exceedingly 
important and legitimate component of the promotional effort. It essentially covers 
the interaction between the information agency and its correct and potential target 
markets. It influences public opinion by conveying information concerning the 
benefits of using the products offered or proposed. 
The second aspect of promotion is advertising. Advertising is paid publicity. 
It is sophisticated and expensive. Advertising and Publicity may be combined in 
order to attract consumer's attention and to complete with other advertisements. 
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Incentives are a third aspect of promotional package Incentives are generally 
found m the product's market testing phase. These are designed to focus consumer 
attention on a new product and to create good will 
The fourth aspect of promotion is Atmosphere. This consists of the environment 
of the distribution channels Each channel will have a look and feel that may add 
01 detract from client satisfaction and staff performance. 
All the above promotional aspects are intended to facilitate the communication 
between the information agency and its target markets. In every communication 
interaction there is a sender and a receiver. The following are the eight components 
m eveiy communication : 
(a) Sender the party sending the message to another party-also called the 
source or the communicator. 
(b) Encoding the process of putting through into symbolic form. 
(c) Message the set of symbols that the sender transmits 
(d) Media or channels the process by which the receivei assigns meaning to 
the symbol transmitted by the sender. 
(e) Decoding the process by which the receiver assigns meanings to the symbols 
transmitted by the sender. 
(f) Receiver the party receiving the message sent by another party , also 
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called the audience or destination. 
(g) Response : the set of reactions that the receiver has after being exposed to 
the message. 
(h) Feedback : the part of the receiver's response that the receiver communicates 
to the sender. 
(e) Prelude (Marketing Audit) : When an information agency enters a major 
marketing programme, a marketing audit is conducted, This audit is an independent 
examination of the entire existing marketing effort (objectives, programmes, 
implementation, organization, and control). The marketing audit consists of the 
following parts : 
(i) Evaluating the marketing environment of the organization, specifically its 
markets, customers and competitors. 
(ii) Evaluating the marketing system within the organization, specifically its 
objectives, programmes, implementation, and organization. 
(iii) Evaluating the major areas of marketing activity in the organization, specifically 
its products, pricing, distribution, personal contact, advertising, publicity and 
sales promotion. 
The conclusion of marketing audit highlights current practices, problems 
and opportunities and then feeds data into the marketing/planning process. 
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(f) Postlude (Evaluation) :- Evaluation has two formats such as (i) process 
or formative evaluation ; and (ii) final or summative evaluation. Process evaluation 
monitors progress towards fulfilling goals and objectives, while final evaluation 
delivers the verdict at the end of a specifies time judging whether or not objectives 
were achieved. Process evaluation may have one of the following impacts : 
(i) It may call for adjustments of the planning document. 
(ii) it may indicate the change of direction. • 
(iii) it may indicate complete reversal of direction. 
The final evaluation will lead into decisions regarding the objectives of 
the information agency. It should also be able to determine whether the target 
was achieved or any adjustments need to be made. 
The summary for effecfive evaluation can be formulated in the following 
lines : 
(a) Measure the performance and the results' throughout the process. 
(b) Adjust the process as evaluation indicates. 
(c) Document all changes and their rationale. 
(d) Chart directions for future. 
And finally, a proverb to remember : "Evaluafion is the glue that holds the 
Markefing -- Planning efforts together." 
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In other words, the objectives of evaluation or of a marketing programme 
should be 1o optimize exposure of users to information and accessibility of information 
to users. 
8. INFORMATION MARKETING : METHODS :-
Therefore marketing process involves skills and strategies. The following may 
taken in the consideration as the essential points in the information marketing :-
(a) Community survey 
(b) Innovations 
(c) Publicity and Public Relations 
(i) Advertising 
(ii) Communication Skills 
(iii) Dynamism (in establishing contacts) 
(d) Nomenclature Dynamics 
(e) Staff Training and Motivation 
(f) Networking 
(g) Pricing 
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(a) COMMUNITY SURVEY :-
No effort of marketing will be effective unless we have knowledge or idea 
of the behavioral pattern of the potential customers and also the idea of the community 
composition. In view of this the information centres have to conducts community 
survey periodically in order to understand the changes in the community composition, 
the existing composition, the feature trends and developments, the requirements 
of the customers, customer psychology/their attitudes and culture, etc. According 
to Luck, "Some of the fields of knowledge, or disciplines, are true sciences. Many 
others are ambitious to become scientific but still have little of that quality, and 
one is marketing." Further, Luck states: "In this disorderly world of marketing, 
research may provide more order lines and guidance. "Idea of consumer behaviour 
would facilitate us to plan/programme, develop necessary strategies to create demand 
for information. The information provided must develop skills to conduct community 
studies or survey in other words customer research. Therefore, it is of utmost importance 
that the s1aff of the information centres should devote certain time, energies and 
attention for such research activity. 
(b) INNOVATIONS :-
In lhe present fast-changing society, the customer psychology is typically 
slanted towards newness/innovations; Every customer seeks the latest, the improvised, 
the most cost effective and cost benefit products. Therefore, marketing of conventional 
and outdated products and services which would be very difficult. 
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Every products and service needs to be improvised, modified, customized 
and update. Then only three could be demand for the products or services. As 
mentioned above, the staff of the information centres may have to commit themselves 
to research and development activities in their centre to be develop innovative products 
and services also. There are certain innovation services which create more demand 
for the information services; for instance the OATs of ISI, Philadelphia, Similarly, 
Community infonnation Service, as stated by Durance, is also an innovative services 
in the libraries. As a matter of facts there is also a positive expectations or hope 
that community infonnation services. The construction or development of knowledge-
bases also would enable us to render innovative information services. There are 
already knowledge bases development by various library and information centres. 
(c) PUBLICITY AND PUBLIC RELATIONS :-
It seems to be an age of publicity and public relations. It is with this, one 
can market this products more efficiently. It is again a know fact that information 
provides are not good at publicity and public relations due to various reason such 
as phycological barriers, historical reason, professional and social status etc. It is 
failure on this front which is the main cause for lack of due demand and recognition 
for their products and services. The information providers have to be assertive and 
dynamic Ihey should not confine themselves to their desks. It is quite essential 
that unless and until they publicize their products and services through the latest 
advertising techniques and technologies and maintain public relations/customer relations, 
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they cannot market their products and services. However, this implies that 
communication skills are essential for every information provider/worker. But, the 
publicity or advertising activity requires sufficient. However, the information providers 
may resort to economical and more effective ways and means of advertising. If 
an efforts is made, the mass media might come to the rescue of information centres 
to publicize their product and services free of cost in the forms of feature articles, 
documentaries etc., rather than as a commercial advertisement. 
(d) NOMENCLATURE DYNAMICS :-
Marketing of a products would be more easy if nomenclature of the product 
and the producing concern is catchy, expressive and impressive. For instance, a 
library which houses valuable information is not utilised and recognized properly 
as an information centre, when we call it a library. The very impression one gets 
of libraries would be that libraries are places where one goes for serious reading, 
This impression refrains one from approaching libraries for information. Hence, 
the change in the name of the library into an information centre, would be more 
expressive in creating awareness among the people without any hard and unnecessary 
efforts. Thus, nomenclature dynamics play a vital role in creating demand for products. 
(e) STAFF TRAINING AND MOTIVATION :-
Marketing is an art, and a technique which requires skills, tact and imagination 
unless and until one acquires these he cannot efficiently market products/services. 
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Therefore proper training for all information workers is essential to acquire necessary 
skills. Further, particularly in case of marketing information, staff motivation is 
quite essential because be and large information marketing is purely a non-profit 
market effort. This factor is a key factor for dampening the enthusiasm of the 
information workers/providers. 
(f) NETWORKING :-
Information marketing is a challenging task. Because, a customer of an 
information centre might require a piece of information which is not available with 
information centre and, in such a situation, the customer dissatisfaction would have 
tremendous impact on his/her interaction with the information centres. Sometimes, 
such disappointment/dissatisfaction renders the customer totally antagonistic towards 
the information centre. 
(g) PRICING :-
Pricing is an essential factor for marketing information as mentioned earlier 
and it is because of non-profit making endeavour that the information workers do 
not exhibit any interest in marketing information. Further, the availability of very 
crucial thing free of cost results in loss of its value. In other words, through it is 
invaluable and indispensable yet, its value is not realized by its consumers. In order 
to acquire its due value, information/information products must be provided with 
their price tag and there is a need for evolving a policy for pricing information 
and information services. 
(42) 
INTRODUCTION 
9. INFORMATION MARKETTNCx ORIENTATTON :-
Marketing aims at : (i) identification of the client base ; (ii) determination 
of the needs, wants, and demands of this chent base ; and (iii) fulfilment of the 
same through designing and delivering appropriate products and / or services, moie 
effectively than competitors. The mam focus of the concept, thus, is the clientele, 
and the goal is clientele satisfaction. A marketing exercise m the library and information 
context should be carried out with an aim to mtegrate library goals and objectives 
with organizational goals and objectives. These goals and objectives describe the 
desired future of the organization and its library. The libraries will thnvc better 
if their goals and objectives support the organizational goals and objectives 
An efficient marketing audit which considers the mission, goals and objectives 
of a libraiy vis-a-vis its organization leads to better examination of the libiary's 
activities Its needs and capabilities. 
Library is traditionally a non-profit organization and only recently such 
organizations have become aware of the need to market their products and services 
Library and information products and services (LIPS) are now getting recognized 
as saleable and there is growing market for these. Like all other saleable products, 
LIPS have to be what the clientele want and m a form that they can be easily 
used The only difference m LIPS and the other saleable products is that the former 
are self-iegeneratmg. In other words, even after having being given/sold once, both 
giver as well as receiver retain it and the process goes on and on As such, one 
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time buyer of LIPS can become competitor of the one-time seller, in cases. 
Given the intangible nature of the information, it is rather difficult to sell 
LIPS. LIPS will, however, sell well if the generators create a high level of confidence 
among the clientele in terms of the : (i) benefits ; (ii) credibility; and (iii) reliability 
of their LIPS. Also, since the value of information varies from clientele to clientele 
as well as from circumstance to circumstance, right information to the right user 
at the right time is worth a fortune. The role of information provides has, therefore, 
to be more aggressive. 
In the field of marketing of LIPS, the providers can only promise a certain 
amount of clientele satisfaction. User surveys are essential to give feedback at regular 
intervals concerning the expectations of the clientele. Their involvement as 'friends 
of the library', and as 'advisory bodies' can reveal a feedback that would result 
in better LIPS. 
In other words, feedback becomes useful in modifying LIPS to meet the changing 
needs of the clientele. 
10. INFORMATION MARKETING THROUGH 
NETWORK :-
Information networks have changed enormously over the past decade. Twenty 
years age it was an exotic research tool used only by a few specialists. Today 
most organizations use computers for information collection, management and retrieval 
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purposes. Worldwide electronic mail is a daily reality for millions of people. Information 
networks have involved from an academic curiosity to an essential tool for user 
in business, government and universities. 
(a) INFORMATION NETWORK IN INDIA :-
Though the plan for developing network was planned earlier, it came 
as a reality only in 1980's. Marketing selected use of the overseas developments. 
India set up NICNET, INDONET, I-NET etc. which are the most sophisticated 
networks. At present there are at least twenty six networks of various types 
functioning in India which may be classified into three categories. 
(i) Information Networks 
(ii) Specialized Networks 
(iii) Specialized networks 
carrying large 
Business 
Data/Information 
NICNET, INDONET, INET, RABMN 
BTNET, ERNET, SIRNET, CALIBNET, 
DELNET, INFLIBNET, BONET, MALIBNET, 
UNET, HYBNET, ADNET, ESINET 
SAILNET, .RAILNET, SBINET, OILCOMNET 
INDIAN, AIRLINESNET, AIRNET, 
ONGCNET, GAILNET, COALNET, 
NTPCNET etc. 
A network usually consists of formal arrangement whereby materials information 
and services provided by variety of organizations are available to all potential users. 
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The network facilities : 
* Monitoring of vital socio-economic projects 
* Online retrieval and updation of information 
* Optimum utilization of costly computer resources 
* Sharing latest software tools 
* Dissemination of information 
* Exchange of messages 
* Emergency communication system 
The characteristics of information networks are : 
1. Data ; Bibliographic records (next/numeric) 
2. Retrieval : Subject based (Boolean/key) 
3. Access : telecommunication networks, private networks/hardwired network 
4. Users : Intermediaries (End-users) • 
Information retrieval networks contain more bibliographic records but databases 
consisting of textual and/or numeric information are rapidly increasing. Retrieval 
is based largely on boolean searching besides the other approaches. Thus IR have 
* Varying type of data 
* Unstable user base 
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* Mix of professional/nonprofessional needs 
Some of the Information Networks are : 
(i) I-NET NETWORK 
(li) NICNET NETWORK 
(iii) INDONET NETWORK 
(iv) EARNET NETWORK 
(v) SIRNET NETWORK 
(vi) INFOTEL NETWORK 
(i) I-NET NETWORK : 
The Department of Telecommunication has established a nation wide 
public packed switched data network (PSDN) called I-NET which have nodes 
in 8 cities connected through high speed (9600 and 64000 bits per second) 
links. I-NET supports CCITT standard protocols/interfaces : X.3, X.28, X.29, 
X.25 and X.75. It is accessible using dedicated or leased lines for asynchronous 
(X.28) or synchronous (X.25) connection with standard modems/drivers. 
Databases when mounted on I-NET hosts are of great interest to the information 
users. Electronic mail is also possible on I-NET. Further it also provides 
international connectively to important data networks outside the country through 
GPSS (gateway Packed Switched Services) of the Videsh Sanchar Nigam 
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Limited (VSNL) India's overseas communication service at Bombay, Madras 
and Delhi. 
(ii) NICNET NETWORK : 
A unique infrastructural network of National Informatic Center (NIC) 
is called NICNET Network. It is unique in the sense that it uses almost 
exclusively, satellite-based communication ion using low cost roof-top micro-
each station to connect 450 district headquarters and 32 state and union capitals 
with a central hub at Delhi. Another unique feature of NICNET is that it 
uses 500 very small aperture terminals (VSATs), each of which is connected 
to a specific outbound and inbound channel on the satellite's transponder. 
Data transmitted by V^flT is received and relayed via the satellite (INSAT 
ID) to another VSAT, all of which are addressable. Both individual and group 
addressing of Vi/1 Ts is possible. V^^ ^^ Ts have been used to connect computers, 
terminals, telexes or other devices to each other via satellite. With this 
technology, it is possible even for remote comer of the country to be connected 
without recourse to telephone lines, multiplexers, modems etc. 
NICNET has large mainframes at four-cities in the country with supermini 
computers at the state capital and union territories, all linked via the VSATs 
and satellite. 
NICNET is designed primarily to be a government information network. 
Its objectives are to promote the collection, storage analysis, transmission 
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and exchange of data for use in planning management and monitoring of 
projects and Govt sponsored programmes; It also includes UN database in 
the sector of Energy, Industry etc. It has also been used extensively during 
the emergencies caused by natural calamities and obtain help and information 
in health and agriculture related areas. 
NIC has also MED. XARS services for medical information. Recently 
it was used widely when the plague erupted in September in Surat (Gujarat). 
National Informatics Centre (NIC) had done yeomen services by retrieving 
every available data on the database. Various centres of NIC across the country 
were receiving message from doctors asking for information comprising both 
bibliographic and full text based on Medical Literature Analysis Retrieval 
System (MEDL ARS). During the plague-panic NIC retrieved information 
about the disease from 1966 to 1994, the therapy, drugs, side-effects etc. 
Today about 39 institution have hooked on to MEDLARS Network system 
including Apollo Hospital, Madras, Central Drug Research Institute, Lucknow 
etc. MEDLARSNetwork is install only on institutional basis however individual, 
doctor or a patient can walk in at any branch of NIC and obtain the infoiTnation 
in the field of medicine. Every one hour of search coast Rs. 200 in institution 
network and for individual it is Rs. 50 per search. 
(Hi) INDONET NETWORK 
It is an integrated infomiation management and distributed data processing 
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facility. It is commercial disitributed computer network to provide access to 
the considerable computing and software resources of CMC Ltd. The objective 
is to provide computing power and software to users who cannot afford or 
fully justify investment in decdcated hardware and expensive specialized business 
and scientific software. INDONET has nodes at Calcutta, Bombay and Madras 
on IBM 436. It is also connected to other cities like Ahmedabad, Bangalore, 
Delhi and Pune through MUXS/cluster controller. INDONET has three IBM 
mainframes at Calcutta, Bombay and Madras and smaller computer at Delhi 
and Hyderabad. The network uses dedicated lines operating at 2400 to 4800 
bps. Its has plans to use roof-top antennas and packet switching for data 
routing within the nodes of the network. Intracity access to INDONET computers 
via line-of-sight pocket radio is also being investigated. The Bombay node 
of INDONET is connected to VSNL's GPSS enabling computer-to-computer 
communication via networks abroad. INDONET also has plans to mount public 
data bases on one or more of its computers. 
(iv) ERNET NETWORK 
ERNET is a mail service established by Department Electronics during 
seventh plan (1986-91) to provide academic and research institution with 
electronic mail facility. It is currently used by DSIR labs, research centers 
and academic institutions. 
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(v) SIRNET NETWORK 
Indian National Scientific Documentation Centre (INSDOC) supplies documents 
to the research workers on request. After the advent of scientific and Industrial 
Research Network (SIRNET) and the subsequent facility of electronic mail 
for the research worker in a number of organizations, some of the users started 
placing information supply through electronic mail with the expectation of 
getting it with in a short time. The software used for SIRNET is Basic. Recently 
INSDOC has also started three new services called Personalized Information 
Services (PIS). 
(a) Contents Abstract and Photocopies Service (CAPS) : Under CAPS 
for an yearly subscription one can get the contents information of 30 
selected journals from about 5000 core Indian and Foreign periodicals 
pertaining to different disciplines. The information is provided on different 
media such as paper diskette, e-mail or fax. Hence this service is being 
offered to individuals at a concessional price. 
Subscription Rate 
Medium Individual Institutional 
Diskette Rs 600 per year Rs. 1,800 per year 
Paper Rs. 400 per year Rs. 1,200 per year 
E-mail Rs. 500 per year . Rs. 1,500 per year 
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(b) Standing Order Abstracts Service (SOAS) : Under SOAS service an 
institution or an individual may choose one or more number of journals 
for which the abstracts of all the articles appearing in the journals 
for a period of one year will be sent on an yearly subscription basis. 
Subscription Rates for Standing Order Abstracts Category A-High value 
and High Frequency or Electronic Journal Rs. 1200 per year. 
Category B-Low value and Low Frequency Journals Rs. 600 per year. 
(c) Chemical Abstracts Keyword Index Service (CAKIS) : Under CALIS 
service INSDOC creates its own index of chemical Abstracts in substance 
wise, Keyword index of one .more sub-section can be obtained for an 
annual subscription. On going through the keyword index, the user 
may order for a particular abstract at an extra cost. 
Subscription rates for CAKIS 
On diskette - Rs 500 per subscription per annum 
On paper - Rs 300 per subscription per annum 
On E-mail - Rs 400 per subscription per annum 
(vi) INFOTEL NETWORK 
Like INDONET, INFOTEL network was established by informatics India Ltd. 
in 1989. It is an online service centre with access to 1,500 International 
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tapped through DIALOG or EASYNET. 
11. INFORMATION ON MARKETING ACTIVITIES 
FOR THE LICs FOR REVENUE GENERATION :-
Piofessional marketing approaches will help in achieving maximum utilizations 
of LICs services/products and thus generate more and more revenue. For this puipose, 
library and information managers will have to take initiative and a lot of freedom 
has to be given by the management to the library and information professionals 
in their pursuit in this newer thrust area. 
In order to generate suitable revenue, it is suggested that the LICs put a 
marketing programme which includes the following groups of activities : 
(a) DEVELOPMENT AND AWARENESS OF INFORMATION :-
The LICs should develop information that can be given to potential end users 
and make them aware of the same. 
The should include visit or talks of or demonstration to potential end 
users/users' groups, preparation of attractive well written brochures describing 
objectives, services, etc. of the LICs, pubhcation of information articles about 
LICs services/products in a house journal as well as outside journals. 
(b) PROMOTION OF SERVICES :-
LICs should engage in activities that help to promote the services to the 
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specific individuals who can get benefit from them. 
This should include identification of users' groups, finding their 
information needs, sending them the promotional material/information, publication 
of newsletter, periodical surveys of end users, sending of specimen copies 
of information products/ pamphlets etc., to prospective users, group meets, 
provision of evaluation card alongwith LICs services/products, identification 
of market opportunities etc. 
(c) MARKETING IN DAY-TO-DAY OPERATION :-
Marketing needs to be added in day-to-day operation of the LJCs, so 
that activities are established and mentioned. 
This will improve both credibility and service level of the LICs. This 
should include help desk activities like walk-in counselling, quick response, 
regular sending of pamphlets to new prospective clients etc. 
(d) TRAINING/ORIENTATION AS A MARKETING TOOL :-
Effective training will sell LICs services. Training will establish the 
LICs as a bonafide source of knowledge. When users need information they 
will immediately think of the particular LIC as the first place to go, e.g. 
National Information Centre for Textile and Allied Subjects (NICTAS) organized 
training programmes/seminars on on-line searches, business information, resource 
sharing textile information and documentation etc. 
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(e) WORD-OF-MOUTH ENDORSEMENT OF ACTTVTTTES :-
There is a proverb that "If you are satisfied, tell others, if not tell 
us". Word-of-Mouth marketing is the most effective way of marketing. Through 
word of mouth, current customers of the LICs tell potential customers, the 
value of the services they receive. This is most desirable method of marketing 
but it is also one of the most difficult tasks to implement. 
Good 'word-of-mouth' marketing comes out of excellence in products/ 
service. If services/products are not good then the approach affects adversely 
and that in turn effect the revenue generation. 
(f) PRIORITY APPROACH :-
Prioritize the segments you will attempt to serve first according to 
your strength in areas. This will help in initial acceptance as well as getting 
financial support. 
NICTAS has progressed well in all above mentioned directions of 
marketing. Result is the financial self-sufficiency of NICTAS in recurring 
expenditure by its well planned and executed marketing strategies. 
12. INFORMATION SERVICE/PRODUCTS AT COST? 
(a) INFORMATION IS POWER :-
The major inputs which are essential for any business, industry, research 
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and development are considered to be only four M's Manpower, Money, Material 
and Machines. Now, for developing countries, one more input which has 
become essential is 'Information'. This is a very important commodity. The 
present day power equation is: 
INFORMATION = KNOWLEDGE 
KNOWLEDGE = POWER 
Hence, INFORMATION is POWER information is life saver for industry, 
business, etc. Value of information service/products has been established. 
(b) INFORMATION AND EARNINGS 
It is fact that the information provided helps user directly/indirectly 
in earning money increasing knowledge or solving problems, etc., and thereby 
to earn money. 
(c) COST OF PRODUCING INFORMATION 
In order to provide and timely information, LIC has to invest and regularly 
spend money for hardware, software, manpower, documents, etc. to keep the 
information input bases up-to-date. 
(d) VIRTUAL LIBRARIES 
Information Technology (IT) has resulted in virtual libraries. Users 
are no longer limited to their own LICs. Library and information professionals 
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have also now to cater beyond the four walls of their LICs. Hence, the number 
of users have increased as well as universal availability of any information 
has become possible. 
(e) LIMITATION OF FINANCIAL RESOURCES 
There is a greater demand of information and the financial resources 
of LICs for development of information service/products are limited. 
(f) INCREASE IN GLOBAL COMPETITION 
Since global competition in information field has increased, there fore, 
timely supply of right information is possible for new advance IT. Hence 
more financial input is needed. 
Above mentioned factors have forced present day LICs to become self-
sufficient in financial matters in order to provide timely, efficient and satisfactory 
services to their increasing clientele. 
13. COSTING OF INFORMATION PRODUCTS 
AND SERVICES :-
Any products or service incur cost and so do informafion products and services. 
While in industries and commercial services cost accounting principles are well 
established, in tradifional library and informafion services they are not being utilized 
to the extent they should have been. To make any venture profitable it is a prerequisite 
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to know the exact expenditure incurred on productional unit item of product or 
service. Cost and profit together will determine the selling prince of the producer. 
In our country the information service seem to be highly subsidized. None 
of the Government support organization is considering the labor cost, which actually 
is the major factor, as a prime item of the cost and hence costing is unrealistic. 
This paper discusses the various components of expenditure which should be taken 
into account while determining the selling price of a product or service. 
(a) COST ACCOUNTING 
Cost accounting is a logical method of calculation the cost of a product 
of service. The primary objective of cost accounting is to find out the cost 
of unit production of an item or service. It incidentally also render the following 
services: 
(i) Enable the producer to know his current production cost (cost 
ascertainment). 
(ii) The process of costing brings the organizations face to face with problems 
of inefficient management at every- state of production and disposal 
(management appraisal) 
(iii) The process of costing give the organization opportunity of effect various 
improvements resulting in cost reduction, the scope for which otherwise 
would have remained undiscovered (cost reduction) 
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(iv) Subject to the equilibrium of demand and supply selling price may 
be regulated according to cost (price regulation). 
(v) All statistical information regarding production and sale will be available 
(increased access to information). 
(vi) It will be possible to prepare estimate and tenders with reasonable 
accuracy. Thus enabling the entrepreneur to avoid the risk of loosing 
a contract by quoting too high or of accepting a contract at an 
unremunerative price by quoting too low (risk assessment). 
(vii) The preparation of schedules of comparative costs of different jobs 
under different conditions of manufacture (such as payment of wages 
by day rate or another, having recourse to overtime or avoid it, etc.) 
will be facilitate and the organization will do whatever is best for it 
(redefinition of cost and services). 
(viii) The organization will be able to know which line of services is 
unremunerative and this will give an opportunity to try to improve 
them or, failing to do that to abandon that altogether (process 
rationalization). 
(b) APPLICATION TO INFORMATION SERVICES AND 
PRODUCTS :-
The costing deals with all the different stages of production as well 
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as sale of products obtained by the application of human or mechanical exertion 
on material objects. Take the case of document supply service in an Infomiation 
Centre. Requests are received, documents are located, if required it is xeroxed, 
a covering letter is prepared or a bill raised and then dispatched. In every 
case of information/document handling human or material exertion on material 
objects to obtain the desired result is applied even if the desired result is 
only some sort of service and not any visible and tangible material product. 
It, therefore, involves some cost at every stage of production and so the 
principles of costing are applicable. Hence costing is applicable not only 
to the case of the so called productive industries but also to the case of 
nonproductive organizations which render' services or create facilities. 
(c) UNIT OF PRODUCTION 
Cost is always calculated into per unit term of production or service. 
The term unit production or service. The term unit production contemplate 
the smallest unit in which particular type of commodity or service is divided. 
Table 1 gives some of the unit of production which may be used in Library 
and Information services. 
(d) COST ANALYSIS 
Let us now analyses the various components which constitute the total 
cost of a particular product or service. 
(60) 
INTRODUCTION 
Item of expenditure, compnsing the totaJ cost may be, divided into distinct 
categories 
(I) Diiect Expenditure and 
(II) Indirect Expendituie 
Direct Expenditure 
It concise of all those item of expenditures, cost of incidence of which can 
be directly calculated Raw Material, Direct Labour and Diiect oi Chaigeablc 
Expenses make direct expenditure This is also know as Prime Cost, Fust 
Cost etc 
(i) Direct Material -
A direct material is which is consumed dnect]y against a woik oide; 
and the cost of quantity consumed may be calculated diiectly without any 
tiouble Thus the quantity of paper and toner required for xeroxing, quantity 
of paper, mk required for printing the current awareness service, computet 
stationaiy, films strips etc all are examples of direct material But the quantity 
of staples required for stapling or the warpper or cloth lequired foi packing 
cannot be taken as direct matenal for the obvious reasons that eithei the 
cost of the mateiial is very small compared to direct material or not consumed 
diiectly in execution of any specific work order Diiect Material includes 
the waste production during the process If some revenue is earned by disposing 
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this waste, it should be adjusted against overhead. In case of manufacturing 
units Direct Material cost is a very significant factor. This is not so in 
information industry units where it is very small compared to other costs, 
(ii) Direct Labour -
The value of Direct labour is calculated by the wages paid or payable 
to workmen employed directly in the process of production of a service. 
Direct labour is a very significant factor in case of information service. It 
requires not only skilled but intelligent labour which is costly. Successful 
running of an information activity requires subject expertise as well as biowledge 
of library and information science. 
(Hi) Chargeable Expenses -
The next item to be considered is what is known as Direct or Chargeable 
Expenses. This will include all times of expenditure the utility of which is 
exhausted in a single work order and the production benefits obtained in 
exchange for these items of expenditure are not shared by other products 
and services. 
/ / Indirect Expediture 
On the other hand there is a group of expenditure which is not so 
easy to calculate since this expenditure cannot be debited to a single service 
or product. For example in a library which provides information service on 
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payment the Librarian looks after all the activities of the library, like acquisition, 
technical processing, reference service, document supply, automation. On-
line searching etc. Therefore, it is not possible to debit his salary to one 
particular product. But he had been paid and against that payment he has 
rendered his service, therefore, a cost has been incurred on this account in 
production of that particular service. Similar is the case of office telephone, 
rentals, depreciation of the machinery etc. These expenditures are analogues 
to the salary of Factory Manager and associated expenditures where they 
are called Factory overhead. Here we may call them Library Overheats. Going 
further if the library is part of a bigger organization than the salary of Director, 
admit charges and other expenditure has been incurred. They are called Office 
overhead or Organizational Overheats. 
(i) Library Overhead :-
As already stated these are the expenses which are incurred inside the 
library. These may include. 
* Salary of the Library Manager and his secretariat 
* Expenditure on telephone and electricity 
* Rent of the building 
* Depreciation of plant and machinery 
* Cost of stationery, postage etc. 
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* Interest on capital outlay 
* Miscellaneous expenses like insurance premium, sundry stores, cotton 
waste etc. 
The Library Overhead will be a significant factor in the costing of 
an information product. But there is no direct way of calculating this expenditure. 
It is also impossible to lay down a universal rule for this. Each case has 
to be decided on its own merits. Some general principles may always be 
laid down which will meet the majority of the cases. The allocation of this 
expenditure must be based on some activities happening before the product 
comes out of the library and as such this may be calculated on the basis 
of Direct Material, Direct Labour or Chargeable Expenses. 
The common parties is to use Direct- Labour as the basis of calculating 
since the salary of the Library Manager and his staff is the major factor 
and he supervises the workmen or their supervisor which are paid from Direct 
Labour account. The usual method is to calculate the Library Overheads as 
a certain percentage of Direct Labour. This may be derived on the basis of 
the percentage fixed by similar organization or may be calculated denoiio 
by taking all factors into account effecting the library. The expenditure incurred 
upto this level is termed as Library Cost comprising of Prime Cost and Library 
Overheads. 
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(ii) Office Overheads or Organizational Overheads -
These are the expenses which are incurred after a particular product 
is rolled out of the library. Like Library Overheads these also cannot be 
debited to particular product is rolled out of the library. Like Library Overheads 
these also cannot be debited to particular product or service, for example, 
the salary or a General Manager or Director who is concerned with the 
administration of entire organizations. Since it is an expenditure incurred, 
it had to be debited in arriving the total cost or the final cost. There are 
mainly three categories in which these expenses may be summarized. 
(i) Selling Expenses or Marketing Expenses : Such as salary of Marketing 
Staff, travelling charge, cost of samples, expenditure on advertisement, discount 
in sale etc. (ii) Distribution Expenses : This class will include all item of 
expenditure incurred in bringing the finished product fi'om the library to the 
customer. These may include transportation charges, packing charges, warehouse 
charges incurred in maintaining the office. These would comprise items such 
as credit collection charges, bad debt, theft and other expenses such as salaries, 
maintenance, rent etc. 
The allocation of office overheads is problematic one since it is not possible 
to debit it to any particular product or service. These expenses take place outside 
the library and they have nothing to do with wages. For example, advertisement 
charges would be same for document supply or CD-ROM services. More often 
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there will be a combined advertisement for these services. Allocation, therefore, 
should be based on the library cost as a percentage of it. The office overhead 
plus library cost will make the total cost of product which by adding suitable percentage 
of profit will determine the selling price of sa product. 
We may summarize the above discussion as follows : 
I. Direct Material (DM) plus Direct Labour (DL) plus Chargeable Expenses 
(CE) make the Prime Cost (PC). 
(PC - DM + DL + CE) 
II. PC plus Library Overheads (LO) make up the Library Cost (LC). 
(LC = PC + LO) 
III. LC plus organizational Overheads (00) make Total Cost (TC). 
(TC = LC + 0 0 ) 
IV. TC plus Profit (PF) make Selling Price (SP). 
(SP = TC + PF) 
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Selling Price (SP) 
Total Cost (TC) Profit (PF) 
Library cost (LC) Org. Overheads ( 0 0 ) 
1 
Prime Cost (PC) 
Direct Material (DM 
Library Overheads (LO) 
) Direct Labour (DL) Chargeable 
Expenses (CE) 
Figure 1. Various components of total cost 
(e) COSTINCx OF PHOTOCQPYTNG ;-
Now let us try to find out the total cost per page of xeroxing service 
in a library which supplies xerox copy on payment. The library is part of 
an institute. Xeroxing division of the library has one officer, two assistants 
and one machine operator. The total monthly target is 20,000 copies. Let 
us assume it is achieved. The library has fixed the selling price at Rs. 2.00 
per page. Table 1 summarize the costs involved. 
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TABLE 1 - COSTING OF PHOTOCOPIES @ RS. 2 
Items of expenditure 
Direct material 
Paper (42 Reams 5% wastage) 
Toner 
Direct Labour 
Salary of officer 
Salary of assistants 
Salary of operator 
Chargeable Expenses 
Royalty to library 
@ 15% of Rs. 40,000 
Prime Cost 
Library overheads 
50% of Direct labour 
Library cost 
Office overheads 
Cost in Rs. 
5,500 
4,000 
6,000 
8,000 
3,000 
6,000 
8,500 
Subtotal 
9,500 
17,000 
6,000 
32,500 
8,500 
41,000 
20% of Library cost 
Total cost 
8,200 8,200 
49,200 
Profit/Loss 40,000 - 49,200 -9,200 
From the above costing procedure it is clear that the service is incurring 
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heavy loss. There are several ways to turn this service into profitable venture as 
(i) by increasing the selling price (ii) by increasing the production (iii) a combination 
of both (iv) reduction of cost by reducing staff (v) waste minimization, etc. 
14. STATUS OF INFORMATION MARKETING IN INDIA :-
The concept of marketing information as a commodity had its origin in 
United States and then it has gradually spread to the rest of the world. This was 
first felt in the areas like industry, science and technology. In the same way, we 
have the National Documentation Centres developed. INSDOC was established in 
1952. NASSDOC was set up after another twenty years in 1972. These national 
centres in India have been marketing information to the organized groups of scholars 
in science and social sciences. But in the area of the hurrianities, the case is different. 
Neither there are all-India councils like CSIR or ICMR or ICAR or ICSSR nor 
National Documentation Centres like INSDOC or NASSDOC, or SENDOC or 
DESIDOC for the humanities. In the absence of a national body to collect, organize, 
publicize, retrieve and market information, the humanities scholars have to depend 
largely on institutions which are specializing in these subjects. The Central Institute 
of English and Foreign Languages (CIEFL) is one such institute which is in the 
field for the last three decades. Its library has developed into a National Resource 
Centre for English and Foreign Languages and their literatures. 
In India, most of the librarians and information scientists are not familiar 
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with contemporary approach to marketing. They do not believe that they have to 
market their resources and services. However, few centres are eager to market their 
products and services but their main idea is to sell them. 
The Institute of Public Enteiprises, Hyderabad was entrusted with a job of 
studying the marketing approach of some of the information facilities in India by 
the National Information System for Science and Technology (NISSAT) in 1988. 
The following are some of Institute's findings and recommendation : 
FINDING : 
(i) Out of 18 facilities, only seven were reported to have a definite marketing 
policy. But on analyzing the full data supplied by the information facilities, 
it was found that not even a single respondent has a well defined marketing 
programme. 
(ii) The information centres appear to be heavily oriented to the research and 
development market. The next target market was only students and teachers. 
(iii) Majority of the information facilities bring out one and only one information 
product irrespective of their targeted markets. In almost all the above cases 
this product is bibliographic information bulletin. 
(iv) There appears to be many misconceptions about marketing of information 
facilities. 
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The following are some of them : 
(a) Even some of the most enlightened librarians and information scientists equate 
marketing to publicity, sales, and distribution. 
(b) Several of them feel that marketing is not at all applicable to their situations. 
(c) Even in the large information establishments, no officer is appointed on full 
- time basis to do marketing. 
(d) It has been found that almost all facilities have no separate budget for marketing 
their product. 
(e) The non-profit information facilities are making heavy investments on books 
and non-books materials whereas the commercial agencies are making a little 
or no investment in information materials. 
RECOMMENDATIONS OF IPE :-
(i) The NISSAT should and support short duration management courses for the 
benefit of librarians and heads of information centres. 
(ii) The NISSAT may also take steps to develop suitable guidelines for marketing 
of information facilities products, and services which will be suitable to the 
Indian conditions. 
(iii) The NISSAT should develop a set of guidelines for evaluating the perfonnance 
of libraries and information centres. 
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(iv) The librarians and information heads may be asked to develop suitable marketing 
plans on an annual basis with sufficient funding. 
(v) While approving funds for information materials, suitable allocations should 
also be made for marketing activities. 
(vi) Benefits of marketing approach and studies should be given wide publicity. 
(vii) The NISSAT may encourage and support an annual conference of librarians 
and information scientists with a view to review their performance. 
(viii) Finally, it is felt that the library schools be encouraged to launch graduate 
and postgraduate courses on management of librarians and information centres. 
15. INDIAN SCENARIO :-
Marketing is not a new concept in India, but influx of information Marketing 
in the Indian librarianship is a recent development. The information marketing 
programme in India has been developed by the government as well as by the private 
organization, but government marketing programee is found to be more effective. 
The organizations in which marketing of information services are rendered, include 
the following major institutions : 
1. INSDOC - 1952 - New Delhi. 
2. DESIDOC - 1967 - New Delhi. 
3. ARIC (ICAR) - 1967 - New Delhi. 
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4. 
5. 
6. 
7. 
8. 
9. 
10. 
NASSDOC 
SENDOC 
NIC 
NISSAT 
NDCHFW 
PIS 
EN VIS 
11. UGC National 
Centre for Science information 
12. BTIS 
13. BARC 
1970 
1971 
1975 
1977 
1975 
1980 
1982 
1983 
.986 
New Delhi. 
Hyderabad. 
New Delhi. 
New Delhi. 
New Delhi. 
Nagpur. 
New Delhi. 
Bangalore. 
Bombay. 
Some sectorial and regional centres are also marketing information at different 
places., There are four sectorial centres under NISSAT. Similarly, INSDOC has 
set up different sectorial centres. ICMR, ICAR, UGC etc. are also functioning in 
the same manner. The Council of Scientific and industrial Research is also not 
lagging behind in the setting up of its sectorial centres to articulate its polices. 
Thus, sectorial as well as regional net working information systems have been grown 
up in India, e.g. INFLIBNET, CALIB . NET, DELNET, etc. 
(73) 
INTRODUCTION 
(a) INFORMATIQIV MARKETING IMPLICATION IN NORTH-
EAST INDIA :-
The North-East India is comprised of seven states : Arunachal Pradesh, 
Meghapaya, Manipur, Mizoram, Nagaland, tripura and Assam. Modern library 
services have been developed here after independence along with the other 
states of India, but information services are still in slow progress, though 
this region is possessing good repositories of valuable documents relating 
to social, political, cultural, and economical aspects of the Brahamaputra and 
its surrounding regions. The North-East region has been providing knowledge 
on : 
1. the cultural and social identities 
2. folklore and folk literature 
3. economic and natural resources, and 
4. latest government's polices relating to science and technology including 
educational researches. 
These are preserved in the government and private libraries. Books, 
news papers, journals, government records, private records, manuscripts (locally 
available in the form of brich bark), coins, copperplate etc. are the documents 
preserved in the libraries. The users are served in the traditional libraries, 
but their needs are expanding more and more to know this region better 
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from different angles. Information marketing has, therefore, ample scope in 
the non profit organization, like library and information centres. 
Dr. P. C. Choudhary, an eminent historian and ex-director of the 
Department of Historical and Antiquarian Studies, Guwahati, expressed his 
views that such information is picked up from the periodicals and news papers 
published from Assam or other places of India or from abroad. Orunodoi, 
Chetana, Bahi, Awahan, Marmabani, Jonaki etc. are some important journals 
wherein one finds enough material on the political, religious, socio-economical 
and archaeological conditions with regard to ancient, medieval and modern 
Assam. No doubt his stress on news papers and periodicals is a good sign 
if increasing demand in the field of information science and such demand 
has made the paper publication into the newspapers industries. In Assam, 
more than 23 daily news papers are published to serve 15 lakh readers with 
a circulafion of not exceeding 50,000 volumes. 
This has made the paper industry into a wage based industry by selling 
information. Besides dailies, about 2,6 weeklies are also published in the area. 
Apart from newspapers and periodical, the Assam publication Board (estd. 
1958), the Assam text book producfion, the Anindoram Barooah Institute 
of Language, Art and Culture. The Institute of Tribal Research and development, 
and Department of Historical and Antiquarian Studies, etc. are some important 
book producfion agencies in Assam. There are the publicafion agencies/ 
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organizations under the government control to cope with the (53.42%) literate 
people of Assam (1991 census). 
(b) NICTAS AND TTS SERVICES / PRODUCTS 
NICTAS is located at ATIRA (Ahmedabad Textile Industry's research 
Association), Ahmedabad-an internationally known cooperative industrial research 
institute of India. Proposal for setting up NICTAS was submitted to DSIR 
in 1978. The first financial grant to NICTAS was released by NISSAT (National 
Information system for science and Technology) in April 1987. 
Following decision were taken before the formal starting of NICTAS : 
(a) All effects must be made to make NICTAS self-sufficient in recurring 
expenditure with a maximum to ten years,( ' ) 
(b) No service should be given free of charge, i.e., all services of NICTAS 
should be f-ee based. 
(c) As far possible no free services should be taken by NICATS. At least 
some <aken honorarium should be given. 
(i) MAJOR SERVICE OF NTCTAS 
Keeping the ' - user's group in mind and based on the comprehensive 
survey of 'the information needs of the textile and allied industries 
in India', conducted by ATIRA in 1980, the major services provided 
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by NICTAS are as follows. 
World Literature in Abstract ftrm on Textile and Allied Subjects : NICTAS 
has CD-ROM database containing over 2.75 Lakh records on textile, covering the 
period 1973 to December 1997. This is being updated every three months. One 
can get search result within 30 minutes. 
This is extensively used by textile mills and technicians, R & D institutions, 
students and teaching institutions etc. NICTAS has also 'Colour Index' on CD-
ROM. 
Document Procurement : Procuring publishes papers, patents, standards, etc., 
within one hour to four months, depending upon user's needs. 
Translation Service : English translation of non-English articles etc., from 
the literature available in ATIRA library. 
Magazine Subscription Seiver : Photocopies of content pages of journals 
received in ATIRA library. Then photocopies of complete articles. This help mills, 
other commercial firms and institutions to save ob buying expensive foreign journals 
without loosing the advantage of timely access to articles. 
Cult (Current Universal Literature on Textiles): The pin-pointed and cuirent 
information to each user to fit the user's profiles. This is provided quarterly. 
Online Database Search NICTAS Globalization : NICTAS can now search 
and provide information on all subjects online as it can access information available 
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with knight-riffer information inc. Data Star, STN and many other database and 
web sites. 
TEXINCON (Textile Information Condensed) : This quarterly publication 
is a unique database held in a condensed summary form (of articles, books, 
developments, etc.) for easy access by users' groups. Each TEXINCON issue also 
contains one lead article in a significant area written by a specialist. Users' group 
index and spot light are some unique features of TEXINCON. 
VITAMINS (Vital information of Textiles Announced for Moulding 
Industrialized Nations) : It is a supplement to TEXINCON. It is published to 
enable users to glance at relevant articles etc., which they have missed. 
State-Of-the-art Reports : NICTAS has published six reports useful to industry. 
Now, such reports are sponsored by suitable manufacturers or industrial companies. 
(ii) FUTURE PTANS & ACTION IN PROGRESS : 
With regard to marketing of NICTAS products and services to increase 
revenue of NICTAS, the following action have been planned : 
Identification of New Users : NICTAS will identify and reach those members 
of ATIRA and other textile research association who have not yet subscribed to 
the TEXINCON and are not using NICTAS services. 
Liaison Visits and Lecture Tours : A comprehensive crash programmes 
of liaison visits and lecture to us to major cities in India were planned to create 
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•awareness about NICTAS services and information products among students, teachers 
and othei users of textile information. These will be organized m main textile centies 
in India with the help of suitable branches of textile Association (India), textile 
tiade association, textile teaching institutes and textile research organization of that 
area One such programme was recently organized at SKJTI, Bangalore under the 
auspices of textile Association (Karnataka Unit). 
Display of Posters : NICTAS has planned to display NICTAS and TEXINCON 
postei, at all textile teaching institution, textile research association, and selected 
textile mills in India and also m other developing countries. 
Such display will help m creating awareness about NICTAS/NACID seivices 
Textile Information Users' Group (TIUG): A comprehensive database of 
NICTAS services users is under preparation. This will help NICTAS to remain in 
constant touch with users as well as to know their feedback on NICTAS seivices 
Pieparation of Audio-Visual Material : NICTAS plans to prepare a video 
film of its activities and products. 
Services to Third World Countries : Special efforts are under way to sell 
NICTAS mfomiation products and services outside India, especially to the neighbonng 
developing countries 
More Stafe-of-The-Art Reports : NICTAS is planning to exploie the 
possibilities that material suppliers m textile mills can give state-of-the-Art repoits 
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or TEXINCON as gift to technologists. 10 per cent discount on TEXINCON and 
30 per cent discount on state-of-the-art report (on purchase of minimum five copies) 
may be given to such bulk buyers. 
List of Current Project : It is planning to procure current project list on 
Textiles from Ministry of Textiles etc. and then, each institution will be informed 
that NICTAS may provide all the needed literature/information support on the projects 
very expenditiously. 
Puiblication of Indian Textile Abstracts' : Proposal to publish 'India Textile 
Abstracts' has already been submitted to NICTAS for obtaining initial financial 
support. 
(c) INFORMATION MARKETING AT BRITISH COUNCIL 
LIBRARY NETWORK IN INDIA : 
The objective of the British Council (BC) libraries is to make available the 
best of British material in various areas of development. The libraries follows standard 
professional practices of Britain. 
The network consists of four regional libraries in the metros namely, Delhi, 
Mumbai, Calcutta and Chennai and eight British Libraries in other cities namely 
Ahemedabad, Bangalore, Bhopal, Hydrabad, Lucknow, Patna and Pune and 
Thirvananthapuram. These libraries are primarily aimed at professionals, government 
officials, NGOs and English language students through the membership is open 
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to everybody. For all premium services such as lending, photocopying, inter library 
loan and electronic information searching, there are service charges through these 
are highly subsidized. The information Resources Unit at Delhi sets the yearly target 
for each library in terms of membership, loans enquiries and other activities and 
monitors the overall performance. 
BC libraries are highly oriented. To put it in simple words, marketing consists 
of the following : 
(a) Offering a products or a service as desired by the customers. 
(b) Supplying the products keeping the supplier's interest in view; and 
(c) Ensuring a continuous demand for the product. 
I. MARKETING TECHNTQIJES 
Certain marketing techniques tested in BC libraries are given below : 
(i) CUSTOMER CARE 
The best way of marketing the library products and services is by word 
of mouth publicity. It is said, one satisfied customer tells five other people, 
whereas the opposite, one dissatisfied customer tell 20 other. The library 
staff in the network gets both formula and on the job training in customer 
care. The training includes various aspects such as importance of the customer; 
internal and external customers; economics of repeated customers; communication 
(81) 
INTRODUCTION 
and interaction skill; telephone manner; handling difficult customers; costumer 
feedback; importance of physical facilities and environment; customer friendly 
system and producers and so on. The senior library staff gets specialized 
'Trainers' training'. The customer care aspects are monitored by the librarian 
and the regional librarian regularly. The customer care standards are being 
examined especially when the membership in any particular library goes down. 
The library staff in every library meets at least once a month in order to 
discuss the various customer care issues and sort out the problem faced by 
the customers at service point. Such customer care meeting help in developing 
the customer care attitude among the staff. 
(ii) QUALITY SERVTCF 
Quality can be defined as the service standard exceeding the expectations 
of the customer. Ensuring consistency in quality is a difficult task indeed 
especially in a service sector such as libraries. No public relation exercise 
can substitute a quality service. The effort in the BC is a combination of 
various operations such as staff training, customers care meetings, written 
'quality service standards' monitoring of service quality by the senior staff 
and finally staff motivafion. Every library prominently display a copy of Quality 
Service Standards which is a statement of performance level the customers 
can except from the library. For example, all letters will be replied within 
five working days at a stretch and so on. Many library staff in the network 
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are trained in Quality Improvement Process (QUIP) which is a technique 
for systematic improvement of operations and processes in libraries. Libraries 
undertake short term QUIP projects. Some specific examples are : how to 
speed up book processing and how to reduce queues at the leading counter. 
(iii) MARKET SEGMENTATION : 
The membership is grouped into different occupational categories such 
as student professional, government officials, NGOs, retired people and so 
on. Further subcategories are made depending on the subject interests of the 
member. The categories are coded and this is very useful in computer analysis. 
This short of detailed membership categorization helps the library staff to 
get a good idea of membership profile. Designing of library services, fixing 
of library timings, pricing of products and book acquisition programmes are 
done on the basis of the market profile. 
(iv) MARKET RESEARCH 
The libraries conduct a variety of market researches. The automated 
circulation system has been of great help in this. The loan analysis of library 
materials provides an insight into the subject interests of customers. It is 
also possible to collect important market infonnation such as; which subjects 
are more popular amongst the professionals, who is borrowing from a specific 
collection; identify areas for strengthening the collection; heavily used and 
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least used stock; areas which need pruning in the stock; busy and lean hours, 
etc. 
(v) CUSTOMER INTERACTTON AND FEEDBACK 
In any market driven organization, interaction with the customers is 
a deliberate and plannes activity. The purpose is to come closer to the customers 
and to have a continuous dialogue with them. In the case of libraries, the 
interaction is very necessary in the order to continuously evolve the library 
services in response to the customer needs. As customers charge, so do their 
needs, library habits and their subject interest. New subjects also emerge 
and the library needs to be equipped with new materials. Fortunately BC 
customers are more than materials. Fortunately BC customers are more than 
willing to tell about their requirements and also how they feel about the 
services, Many a time they even give ideas to the librarian as to how to 
make a thing work more efficiently. The libraries in the BC network keeping 
touch with the customers in various ways. 
n. CORPORATE IDENTTTY AND TMAGF 
Corporate identity aims at Communicating an appropriate message about the 
organization, its intent and purpose to the clientele. The corporate identity policy 
of the BC aims to project a reputation for quality. Visual presentation is crucial 
in that projection, since it is well established that over 80 per cent of what is 
learned comes to us through sight. The style, colour and type faces for posters, 
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notices, external and internal environment, publication and Communication in the 
libraries are considered carefully. In all the bigger libraries in the network, the 
advice of professional designers has been taken in order to provide a coordinated 
and consistent interior design. Apart from this, all the library support staff has 
been provided with quality uniform and this also communicates the corporate identity 
clearly. The uniform cloth, it is believed, promotes uniform behavior apart projecting 
a positive image about the organization. 
III. PROMOTION OF LIBRARIES 
Nowadays it is not enough if you just provide a good service. We need to 
'broadcast' what we do and this message should reach the customer quickly. Libraries 
do have competition with various agencies such as the mass media, electronic media, 
internet, information brokers and others. The aim of any promotional activity in 
libraries is to increase the customer base. Broadly speaking the purpose are : 
(i) Creating a proper midset among the customers favourable to the library. 
(ii) Telling the potential customers the availability of your services. 
(iii) Convincing the customers the benefits of using the service; 
(iv) Prompt the customers to accept the service. 
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IV. MARKETING PLAN 
Every library has a marketing plan which is prepared at the beginning of 
the year. The marketing plan has the following aspects; mission statement; strengths 
and weaknesses; targets for the year; services offered; and Promotion how to plan 
to increase the customer base. The plan has a debt of action points; a time scale 
and a 'who does what' schedule. The action points serve as a checklist. Inputs 
from all the library staff are taken in the preparation of the marketing plan. The 
plan itself worked out in the light of major policy implication discussed at the 
Annual Meeting of librarians held in February every year and librarians review 
their individual marketing plans every month. The marketing plan serve both as a 
strategic planning document and as a working tool. 
CONCLUSION :-
From the above discussion it is clear that in the present information society, 
it is information which revolutionizes the society. In such a society information 
forms the vital resource and the key product. Therefore, it is information marketing 
which will be in the forefront of marketing arena. It is unfortunate that even after 
the advanced countries are reaping the fruits of information industry/sector the third 
world nations are still not conscious of the utilities, potentialities and in dispensability 
of information. In view of this, information marketing is very essential. Whether 
the information is marketed with a price tag or without a price tag, with a profit 
motive or without a profit motive, training for the information workers/providers 
(86) 
INTRODUCTION 
has to be considered seriously for the promotion of the use of abundant information 
resources which are presently unutilized and under utilized. It is mainly because 
the libraries which are actual information centres, do not get due recognition as 
information centres just because they are called libraries. In this information age 
there is a need for transformation of libraries into information centres and the change 
of the name of libraries into information centres. 
• • 
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INFORMATION MARKETING, ADVERTISING. 
1. LETTIS (L.). Oscar, felix, and the whole corporate advertising thing. Infomiation 
Outlook. 1 (3) ; Mar, 1997 ; p. 10-2. 
The author examines the working relationship between business professionals 
and information professionals, suggesting that at first, difference may seem 
more important than the similarities, of strangeness, doubt and even suspicion. 
If the two groups are to work together for mutual benefit, they must work 
through their apparent differences and recognize the value of their partnership, 
striving to know the other party and becoming known to them. Illuminating 
this process by a look at advertising the library to its customers in a coiporate 
setting. 
, TOOLS. 
2. ROWLEY (J). Promotion and marketing communications in the information 
market place. Library Review. 47 (7/8) ; 1998 ; p. 383-7. 
The author explores the role of marketing in the information market 
place and the tools that can be employed in promotion : advertising ; direct 
marketing; sales promotion; public relations and publicity ; personal selling; 
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and sponsoiship Reviews the stages m the design of communications strategies 
in thereby explores concepts such as : target audiences , marketing messages, 
communication channels , promotional budgets and monitoiing personal 
performances 
, AGRICULTURAL. 
3. RUSSELL (H.M.). Agricultural user populations and their mfomiation needs 
m the industrialized World. Quarterly Bulletin of the International Association 
of Agricultural Librarians and Documentalists. 28 (2) , 1983 , p 40-52 
The author has called on the new breed of library and infomiation officeis 
and saymg that timely, relevant information must be the goal of infoimation 
sen/ices, especially in the manufacturing tertiary sectors Administrators, leseaich 
workers, formers and their advisors, educators and regulatory/diagnostic staff 
- each of these groups has a distinct need for information services and should 
be provided so in the most suitable format. Audiovisual and electronic media 
(as well as online databases) have started playing an increasing role in the 
industrialized world 
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, ASIAN COUNTRIES. 
4. SISON (Josephine.). Marketing of Information Services in the context of 
asian Countries. FID News Bulletin. 43 (11/12); Nov/Dec, 1993; p.273-6. 
The present day environment within which the marketing of information 
service is taking place, particularly in the Asian region, is explode. Some 
components of the marketing situation for information services are discussed 
in 1he context of what is obtaining in the region. The experiences of the 
Agricultural Information Bank for Asia in marketing its services shows the 
evolution from reliance solely on the use of traditional approaches to those 
thai are more reflective of today's user needs, like the employment of strategies 
used by service - oriented business, closer alignment of its information services 
to the goals of its parent organization and making use of advances in infonnation 
technology to package and deliver quality information services to target users. 
, AUDIT. 
5. KALINOWSKI - JAGAN (Klavs - Peter). Information audit. FID Bulletin 
for Information and communication. 48 (5/6); 1998 ; p. 127-32. 
This paper described the nature of an information audit. The evaluation 
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and monitoring of information services is not new for any information and 
doGumentation unit, What is, perhaps, new is the attempt to Hnk the information 
audit with building partnerships. Since most of our information services are 
facing budget cuts, we are starting to think about the economic aspects of 
our work. This process of a sort of mental communication has coincided 
with developments in information technology ; a process that has given libraries 
and documentation centres access to electronic equipment. There might be 
a very few institutions that still work with catalogue cards. Most of us, in 
info, units work with different electronic info, systems. 
, CATALOGING. 
6. SEAL (Alan). Estimating the market for automated cataloguing services in 
the UK. Journal of librarianship. 12(3) ; Jul, 1980 ; p. 159-70. 
This article summarizes and expands on some of the results published 
in the report "cataloging costs in the U.K. : an analysis of the market for 
automated cataloging services" by C. Mary Overton and Alan Seal. A 
questionnaire survey of 845 U.K. libraries was carried out to establish the 
size and distribution of the market for automated cataloging services. The 
response rate from Univt., polytechnic and public libraries was 82 percent. 
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Most of the questions related to the cost of cataloging and the size of the 
cataloging intake. Other questions deal with the size of library, type of catalogue 
entry used, from of output and subject processing matters. Results include 
graphs which show how many titles are catalogued at what cost and the 
potential income to a supplier of a UK cataloguing service at any particular 
price he might charge. 
, CD-ROM. 
7. KURDYLA (Edward M.) and HARRIS (Kenneth C) . CD-Romance : and 
overview of Compact Disc Road only Memory. IFLA Journal. 14(1) ; 1988 
; p. 13-9. 
The author explains that compact disc Read only memory (CD-ROM) 
is one of several new information technologies which have emerged in recent 
years. While certain characteristics of the technology itself may be revolutionary, 
its use and impact should be viewed as evolutionary. CD-ROM based products 
build upon conventions in publishing, information Science, computer science, 
and other related areas. CD-ROM applications and markets are in their infancy 
the economics of information and market needs. 
8. SCHWERIN (Julie B.). CD-ROM : Potential Markets for infonnation. Journal 
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of the American Society for Information Science. 39(1); Jan, 1988; p.54-7. 
The author describes that with the availability of CD-ROM, users and 
producers of information products.are confronted with a new information 
delivery medium having different characteristics from anything else that exists 
today. As this new medium is being introduced in various markets, we are 
discovering the difference between CD-ROM as "a new way to look at how 
we produce and consume information products", and "another variation on 
a familiar theme". Except for a few limitations, the opportunity for CD-ROM 
in information markets since the beginning has been characterized as broad 
and rich, virtually unlimited in applications. When approached this way, CD-
ROM challenges current practices of publishing and integrating information 
in a fundamental way. As the medium is introduced in markets today, in 
its very early stages, it is very limited in its application as compared with 
correct products and represents more of a variation than a revolution in 
infoiTnation consumption behaviour. Yet as users and producers alike experiment 
and gain confidence in using CD-ROM, its full potential will be realized 
for both users and producers. 
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, CELLULAR TECHNOLOGY. 
9. BELL (Steven J.). Online without the line : Cellular technology for searching 
on the go. Online. 15(5) ; Sept, 1991 ; p. 15-25. 
The author says that a wave of new products designed for cellular data 
communications (CDC) makes on end to the searcher's dependence, on a 
phoneline possible. This article defines CDC and discuss existing applications. 
It provides background information on the cellular phone service industry 
and market. It explains how the cellular network operates. It discuss the barriers 
to using cellular technology for CDC. It discuss the equipment options for 
CDC ; it identifies potenfial applications for CDC by online searchers, and 
at last the author tries to consider in this article the CDC's practically for 
on-line searching. 
, COMMERCIALIZATION. 
10. FARKAS - CONN (Irene), On the Path from Invenfion to Commercialization 
: Expanding the value of Information Services. FID News Bullefin. 46 (5) 
; May, 1996 ; p. 165-70. 
Information Science managers and their staff can determine how their 
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deptt. can best contribute to the critical, high risk and complex process leading 
from invention to commercialization. Some have extended the capabilities 
of their staff by adding people with marketing communication and even legal 
skills. Info, managers must reconsider their deptt's priorities and may have 
to renegotiate finances with senior management. Developing their own staff 
and bring them to the forefront of corporate activities will remain a major 
task for Info. Science managers. Companies may eliminate or outsource info, 
services but their increased dependence on information and communication 
is also opening exciting opportunities. With drive and determination, strong 
information managers will seize opportunities and establish the deptt. as a 
partner in critical areas of the company. 
, CONSULTANTS. 
11. RUGGE (Sue). What to expect from an information consultant. Online. 12(2); 
Mar, 1988 ; p. 48-50. 
This article emphasis on the importance of information consultants. 
Information consultants are available on many levels and serves a those who 
need information fast and has no knowledge of how to get it. They can provide 
marketing and product development expertise, software evaluation, the creation 
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of or the actual data, that will help to-solve the problem. Information 
professionals can also help to set up a document delivery service. Some basic 
attributes to expect from a qualified professional consultant are presented 
and a selected list of consultants by categories is given. 
, COPY RIGHT LAW. 
12. HOGEWEG - DE - HAART (H.P.). ^ Impact of copyright on the marketing 
and dissemination of scientific information :' a review of some recent literature. 
Journal of librarianship and Information Science. 8(2) ; Dec, 1983 ; p. 157-
79. 
This paper reviews the reactions to recent or planned amendments to 
national copyright laws and their possible impact on the price and availability 
of scientific infonnation. These amendments tend to tighten fair dealing clauses 
on photocopying, authorization requests and royalty payments, which will 
raise costs and administrative efforts of libraries. Gives views of publishes 
on the present situations as well as the stand points of authors of scientific 
publications librarians and end users. Considers questions regarding copyright 
on machine - readable databases and its value to protect these databases against 
abuse. Questions future role of copyright. Todays amendments on copyright 
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laws are more designed for the past information environment rather than for 
the future in which new technology may potentially change the whole picture. 
The present system of copyright protection is more likely to collapse through 
the impossibility of effective control of an ever increasing no. of points of 
reproduction and use, than through any planned revolution by the critics of 
copyright. 
, CURRICULUM, LIBRARY AND INFORMATION SCIENCE. 
13. GOPINATH (M.A.). Curriculum of Library and Information Science Course 
and Marketing of Information Services. Thirteenth National Seminar of lASLIC 
(Calcutta) (1988); p. 125-30. 
The author felt the need to orient library and information professionals 
toward marketing of information sei'vice. He said many of the ideas of marketing 
are derived from the five laws but in order to drive home the concept of 
making the information service assessable to all, he suggested a curse on 
marketing for library and Information Service presented a draft of curriculum 
for four papers which can be used in multimedia training programme. 
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DATABASE. 
14. CHAKRABORTY (Shalini). Developing database. Yojna. 44(1); Jan, 2000 
; p. 23-32. 
The author says that the newly emerging content industry, which includes 
the pubHshing industry, broadcast media and the computer based entertainment 
industry, focuses on the special requirement of providing information from 
these sources. Explains Compact disc Read only memory (CD-ROM) is one 
of the several new information technologies which have emerged in recent 
years. The newly emerging databases are the tools to provide immediate and 
urgent specific answers to queries from the functionaries, agencies and research 
scholars. 
15. DESAI (C.) and WRIGHT (G.). Barriers to successful implementation of 
Database, marketing : a cross-industry study. International Journal of Information 
Management. 18 (4) ; Aug, 1998 ; p. 265-76. 
The author analyses perceived barriers to the deployment of database 
marketing (DEM) systems in the financial services, retail and travel industries. 
Cost is perceived as a primary barrier to adoption across the 3 industries, 
retail and travel place relatively more importance on organizational and strategic 
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barriers to adoption than do financial organizations. The financial services 
industry views barriers to DBM deployment as technical in nature. The future 
deployment of more sophisticated, strategically services industry will be 
implemented. Within the retail and travel industries, use of increasingly 
sophisticated systems was found to be linked to an increasing recognition 
of the importance of a variety of organizational and strategic baiTiers and 
in particular the existence of a database marketing strategy. 
16. MALONEY (James J.). Would you buy a used database search from that 
librarian ? : the promotion of database searching vs the marketing of information 
: Proceedings. National Online Meeting (New York) (1982) ; p. 321-7. 
According to author marketing involves the analysis, planning, 
implementation and control of carefully formulated programmes designed to 
induce voluntary exchanges of values within target groups for the purpose 
of achieving organizational objectives. Greater attention need be focused on 
the analysis and planning aspects of effectively marketing the services if 
librarians are to promote database searching. 
17. MCSEAN (Tony). CD-ROMs and beyond : buying databases sensibly ?.Aslib 
Proceedings. 44 (6) ; Jun, 1992 ; p. 243-4. 
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The purpose of this paper is to examine the reasons why CD-ROM 
technology has made such a wide spread impact on libraries in the science, 
technology and medicine (STM) sectors, and whether, now and in the future, 
there are sensible alternative strategies which our profession should consider 
adopting. It will concentrate mostly on large, core bibliographic databases, 
both because this area of the market represent the great volume of sales by 
value. This paper is not anti - CD-ROM. The British Medical Association 
library makes very full use of this technology : two public workstations running 
CD-Plus Medicine, Hepatitis B and AIDS discs, dial up access to Medicine 
and maxwell's 5-year BMJ compilation soon to be installed on our LAN to 
support reference work. 
18. PANTRY (Sheila). Commercializing a database : the HSELINE experience. 
Aslib proceedings. 37 (11/12) ; Nov./Dec, 1985; p. 453-8. 
The author explains how a get a database onto a system commercially 
with HSELINE experience. Once a bibliographic database is running well 
inside an organization thought should be given to exploiting it and making 
it available for outside organization to use. HSELINE is an example. Potential 
producers are taken through the stages of deciding which system to mount 
the database on, target audiences, special national or international needs, meeting 
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legal obligations, negotiations with the host system covering royalties, SDI 
payments and offline print charges. When all negotiations are completed than 
the publicity machinery comes in. How to arrange a press launch press releases 
and publicity brochures, and further publicity suggestions - exhibition stands, 
talks, demonstrations and training courses are also covered. 
19. QUINT (B.). • .A-roiding value of 'value-retained'. Information Today. 13 
(8) ; Sep, 1996 ; p. 52-3. 
The author discusses the phenomenon of 'value-added' marketing, could 
lead to the sale of related products.and to the strengthening of competition, 
because of the possibility that the buyer may come out ahead. Questions 
the strategy's value to the database industry. Recommends a study of database 
material to determine whether new, 'improved' content and products for search 
services add value to the service or remove it. Search services may not 
understand the customers wants and needs. 
20. RIETDYK (Ron J.), creation and Distribution of CD-ROM Databases for 
the Library Reference Desk. Journal, of the American Society For Information 
Science. 39 (1) ; Jan, 1988 ; p. 58-62. 
This article describes that Silver Platter has been delivering CD-ROM 
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products to the library reference market since August 1986. Before that the 
product was tested for about three months at a limited number of libraries. 
This article summarizes experiences and gives same first observations on 
the use of this exciting new technology in librarians. Three important groups 
are discussed : information providers librarians and end-users in the library. 
All three groups have different interests and concerns. A list of the most 
significant advantages and objectives within each group is given. The article 
offers ideas about how to overcome the often very real objectives of the 
different players in this market place. 
, CD-ROM. 
21. POOLEY (Christopher). [•" CD-ROM market place : a producer's perspective. 
Wilson Library Bulletin. 62 (4) ; Dec, 1987 ; p. 24-6. 
This article examines the major differences between print, on-line and 
CD-ROM versions of the same database which fall in 3 key areas ; content, 
currency or update frequency, and pricing. It discusses competition in the 
market place and emphasis that the future for CD-ROM in Libraries is excellent 
with more products, more new products offering combinations of databases, 
better software and networking systems available to stimulate the growing 
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use of CD-ROM products. 
, CLUB 403. 
22. GlflANT (Roy). Club 403 - the DOI's test market for public residential view 
data service. Aslib proceedings. 35 (8) ; Aug, 1983 ; p. 308-10. 
The author describes that CLUB 403 is a residential view data project 
based in Birmingham. It has come about as a result of the Television industry's 
to find out the acceptability of 'Text on Screen' in the home. Quite rightly, 
the decision was taken at the beginning of 1981 to plan a co-ordinated Industry 
approach to establish Teletext in the UK home market as a first stage 
development ; with the department of Industry acting as 'pump-primers' and 
co-ordinators. Telecast penetration has moved in two years from 100,000 
placements to 750,000. That figure looks like being doubled during the course 
of 1983. The importance attached to this successful industry venture cannot 
be under estimated for two main reasons ; First - it illustrates that Britain 
can market one of its inventions to its own people and thus provide a sound 
base for the marketing of Teletext beyond these shores, and second - it 
establishes the reality of 'text-on-screen' in the home. 
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, EBSCOHOST. 
23. O'LEARY (M.). EBSCO Carves a niche for EBSCOhost. Information Today. 
13 (6) ; Jun, 1996 ; p.27. 
Discusses that EBSCO, a periodicals subscription agent with a long 
established library market, previously made purchases to expand into database 
publishing and has a series of successful CD-ROM products. EBSCOhost 
is a full scale online service consisting of-Master FILE FullTEXT and over 
a dozen smaller databases tailored to individual library sizes, budgets and 
audiences. By the end of the year EBSCo expects to double the size of the 
Master FILE, and cover 3rd party databases including MEDLINE, and several 
other databases of similar importance. The author gives details of access and 
pricing. 
, ELECTRONIC. 
24. RAJASHEKAR (T.B.). Production and Utilization of Electronic databases 
: Some options and strategies. International Information, communication, and 
education. 13(2) ; Sep, 1994 ; p.I81-91. 
The author states the production of electronic databases and improved 
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utilization of existing databases as two key factors in enhancing information 
accessibility of researchers and technologists. Points out that most of the 
information needs for research and Development can be met from bibliographic 
directory, full text and document image databases. Reveals that a database 
producer has to consider several factors before embarking on any database 
production project which is an expensive operation. These factors include 
basic consideration such as motivation for database production, target users 
and database content, also states that a database production requires clarity 
on type of database being, produced delivery mechanism, production 
methodology, coverage, funding, and database pricing. Effective database 
utilization requires planning for database services and network based database 
access and information delivery. 
, EPO. 
25. GIROUD (Gerald). ' European Patent Office and its patent information 
policy. Electronic Library. 9(6) ; Dec, 1991 ; p. 329-32. 
The author emphasis and explains the European patent Information policy 
of the EPO (European Patent Organization). The European Patent Information 
Policy of the European Patent Organization (EPO) derives from a 1988 decision 
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of Ihe administrative council of the EPO; The intent is to improve access 
to patent information for European users, to encourage innovation and to 
strengthen Europe's position on technical information exchange with Japan 
and the USA. The EPO markets a no. of products, such as CD-ROM and 
online databases, including the services of INPADOC which was integrated 
with the EPO in 1990. These are available at cost to non-commercial 
organizations and at market rates for commercial use. The information is 
also disseminated through European National Patent offices, with whom the 
EPO maintains a close cooperation. 
, LEXIS - NEXIS. 
26. OJALA (M.). Online, past, present and future : repetition, reinvention, or 
reincarnation. Online. 21 (1) ; Jan/Feb, 1997 ; p. 63-6. 
The author says in this articles that Information Bank offers services 
for the online business searching. Information Bank is now the part of LEXIS 
- NEXIS. It is developed through abstract and index databases which are 
fulltext and imaging. It offers different products to differing markets through 
differing services. Although the range of information sources has expanded 
much of the content is repeated. It offers advice to online hosts and databases 
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producers for dealing with the future trends. 
, NEXIS. 
27. CORCORAN (Maureen). Mead data Central and all the News that's fit to 
print. Online. 7 (4) ; July, 1983 ; p . 32-5. 
This article discusses Mead Data Central's acquisition of exclusive rights 
to market and distribute the New York Times Information Service (NYTIS) 
products as a part of NEXIS, with special emphasis on Mead's insistence 
that users buy dedicated Mead equipment for accessing the database. It looks 
at the other news databases available and concludes that there are some good 
supplementary sources to NYTIS that may be in a good position to increase 
their market share if Mead is products start to suffer in terms of quality or 
coverage. 
, MAID. 
28. OJALA (Marydee). Infodynamics : a marriage MAID in heaven ?. Online. 
16 (5) ; Sep, 1992 ; p.36-41. 
The author describes the transfer of the market Analysis and Information 
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Database (MAID) from maxwell communications to its own 2 Fax Machines 
an the subsequent additions that have occurred. The author explains searching 
with Jndodynamics, online costs, entering of Predicast product coeds or Textline 
industry codes, the infodynamics display and code searching among business 
databases. The author tries to compare MAID with DIALOG'S one search 
and Data-Star's star search. 
, PIB. 
29. ROESCH (Hans). Principal International Business (PIB) directory database 
- analyzing markets in developing and developed countries : proceedings. 
Fourth National Online Meeting (New York) (1983) ; p. 457-61. 
The author has given an account that for a vs company to successfully 
sell internationally, its executives responsible for marketing must understand 
that various factors need be considered in selecting markets. The PIB database 
assisted a company in selecting /analyzing markets by presenting vital business 
information on the top 50,000 firms world wide. It has now become online 
via DIALOG and the data revised annually is roughly 75% to 80%. 
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, POPLINE. 
30. GUPTA (Sangeeta) and SAMAL (P.K.). Use of CD-ROM popline database 
in NIHFW - a case study. lASLIC Bulletin. 39 (3) ; 1994 ; p. 125-7. 
This paper provides an overview of utility of CD-ROM, POPLINE databases 
maintained by John Hopkins Univt. in the light of the experience and exposure 
gained of the National Documentation Centre of the National Institute of 
Health and Family Welfare, new Delhi, India. This database, no doubt, is a 
tool to provide immediate and Urgent specific answers to queries from the 
functionaries, agencies and research scholars in the field of population studies 
and related aspects. 
, WEB. 
31. CURLE (D.). Big names in investing and financial services now operate 
on the web. Information Today. 14 (3) ; Mar, 1997 ; p. 47-9. 
The author discusses web based operations developed by the financial 
services sector suitable for researchers, brokers, analysis and investors. In 
some cases the web is used for transactions as well as research. Describes 
the following products : a range of insurance and investment information 
(109) 
BIBLIOGRAPHY 
and interactive financial management tools from John hancock 
{http:llwww.jhancock.com} ; the largest fund market place now on the Internet 
from Charles Schwab {http:llwww.schwab.com/funds} ; information for online 
investors on mutual funds from Founders Asset Management 
{http:llwww.founders.com} ; Dreyfus Corporation's Lion Account with links 
to other key financial sites (http:llwww.dreyfus.com} ; access to account 
information for Vanguard Fund shareholders {http.llwww.vanguard.com} ; 
financial market information for service investors from quote. Com 
{http:llwww.quote.com} ; and consumer assistance from the nonprofit 
organization Debt, counsellors of America {http:llwww.dca.org}. 
32. O'LEARY (M.). DJI rounds out Dow Jones Web migration : the Dow Jones 
interactive Service is wide, deep, and web-smart. Information Today. 15(1) 
; Jan, 1998 ; p. 16-7. 
The author traces the progress of Dow-Joes interactive (DJI), now complete, 
in offering Web access to its new databases. It focuses on the prestige of 
the wall street Journal, the segmentation of products for small customers 
and large scale users and the provision of end user features while containing 
to offer Windows and text versions for professionals. The author gives 
descriptions of DJI's 5 sections : Newsstand, publications library, custom 
clips, company and Industry Centre, Historical Market Centre and Dow Jones 
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Business directory, and mentions DJI's potential competitors. 
33. Q2UINT (B.). Thomson Mores Gale Group's INSITE 2 To Intelligence data. 
Information Today. 16 (7) ; Jul/Aug, 1999 ; p. 3. 
The author quotes the company representatives comments on the significance 
of the decision by Thomsom Corporation's gale group to transfer the marketing 
of the Web based full text press Service, INSITE 2, to intelligence data, a 
Thomson Financial Company. Gale group will concentrate its own corporate 
sales and marketing efforts on promoting computer select to the IT professional 
market. Both companies have committed themselves to vertical marketing 
strategies with product design and marketing focussed on serving specific 
user needs. 
, ECONOMICS. 
34. AlKEROYD (John), costing and pricing Information : The Bottom Line. Aslib 
Proceedings. 43 (2/3) ; 1991 ; p. 87-92. 
The author gave the strategy underlying costing and pricing mechanisms. 
He said that costs are a matter of fact while the prices are a matter of policy. 
Costs involve salaries, staffing cost, cost of marketing, advertising and promotion 
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and overhead costs like heating, lighting etc. While is pricing value is derived 
from and is added to by those involved with the process of its transfer like 
author, researcher, publisher etc. Akeroyd gave various problems involved 
in pricing like : information as it lacks value of delivered at an in appropriate 
time, same information can be and will be viewed and valued is entirely 
different way by different customers, customers wants information in digestible 
form, no payment for excessive redundant information. Based on these problems, 
suggested certain approaches also for pricing : Establish cost and add a 
percentage mark up, look at competitor's rate and see how a price might 
compare. Demand - led pricing which discriminates pricing by a number of 
factors like customers, product, time. 
35. BARKER (Frances H.). Pricing of Information Products, Aslib Proceedings. 
36 (718) ; 1984 ; p. 289 - 97. 
The author that the sales of large and complex printed products are put 
in Jeopardy due to the availability of complete records online and the feasibility 
of down loading the information to in-house computers. The hard copy subscriber 
in developed countries begins to see advantage in going over completely to 
online use the producer must look hard at the relative prices of the various 
forms of the products, the sales in various parts of the world and the possible 
(112) 
BIBLIOGRAPHY 
effect of downloading and they should come up, with an integrated pricing 
structure. The producer's aim is to earn enough revenue from one form of 
the product or another and it may be safer, however, to manipulate a slow 
changeover from the traditional product to the new form, emphasizes that 
steps must be taken to control downloading leading to reuse of materials 
to the extent that this is damaging to revenue and they may be done by -
reducing the hard-copy price, allowing concessionary rates to hard copy 
purchaser, changing for cost of data online rather than time of access, and 
instituting a down loading charge.for anything except editing, reforming, 
integratinal printing. 
36. BROADBENT (H.E.). Pricing Information Products and Services. Information 
Services and Use. 4 ; 1984 ; p. 99-105. 
The author concentrated on the determination of the best price based 
on organizational objectives and on market structures. According to him the 
pricing policy should be based on the basic elements of market structure -
cost demand and competition. Cost oriented pricing is easy and if used by 
a group of similar organization similar prices and cuts are there. The limitation 
here is that there is difficulty in allocating overhead costs. In demand oriented 
pricing, demand is seen rather than cost set pricing. The price discrimination 
is on the basis of customer, product version, place or time. In competition 
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oriented Pricing, price is settled in relation to what others are charging. 
37. BUHMAN (Leslie). Fees for information : lege!, social and economic 
implications. Journal of library administration. 4 (2) ; Summer, 1983 ; p. 
1-10. 
The author describes about the information brokers who are emerging 
to serve the needs of commercial users willing to pay for specialized computer 
services. As, few libraries, however, can afford to provide services such as 
inlelibrary loan and online searches free of charge, each library may find it 
reasonable to determine its capabilities to meet needs based on available finance, 
staff capabilities and a user profile. 
38. CHAKRABARTY (Bipul Kumar). Information product and its cost : 
An approach to analyze effectiveness. ILA Bulletin. 23 (1-2) ; Apr-Sept, 1987 
; p. 56-67. 
The author discusses the difficulties in measuring the value of a particular 
information product vis-a-vis its cost and effectiveness. The CAS operation 
has been considered in this respect. The study of this activity reveals that 
the Unit Cost for the entire CAS operation is Rs. 1.164.42 p. per entry. 
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Suggests that inspite of various constrains to quantity accurately the effectiveness 
of any particular product, all out efforts need be endeavoured to get the 
information materials widely used, pending development of a methodology 
to measure accurately the value of information. 
39. CORNELLSA (Alfons). Cost, Value and- Price at fee - based information 
services. International Information. Communication and Education. 13 (1); 
Mar, 1994 ; p. 5-13. 
The article deals the factors that have caused information services to 
realize a shift from a culture based free information to one based free 
information. Points out that some factors are helping this shift while others 
are hindering it. Explains that most current information centres may evolve 
from being more cost - centres to being cost-recovering centres and even 
benefit - centres. Consequently, information centres, be then internal services 
of organizations or public information services, will have to discuss the issue 
of cost, value and price of information. Addressing five main issues relevant 
to a fee-oriented information service, namely costing, valuing, charging policy, 
pricing and fee-collecting. 
40. CRONIN (B.). Public and Private Sector interaction. South African Journal 
for Librarianship and Information Science. 53(3) ; Sep, 1985 ; p. 110-14. 
(115) 
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The author discuses, the factors which have led to the present conflict 
between public and private sector organizations involved in the provision 
of information services and goods. He has argued in favour of a government 
regulated information market place and a free market economy approach to 
information. Services production and delivery. The increasing commercialization 
of information and rapid development of the information industry are two 
of the reasons. 
41. DARLENE (Weingand E.). What do products/services Cost' How do be 
know. Library Trends. 43 (3) ; 1995 ; p. 401-08. 
The article states that of the four elements in the marketing mix, price 
analysis provides the library manager with valuable data for decision making 
and a practical approach to developing marketing strategies. This article examines 
the concept of the program budget, cost-finding methodologies, the influence 
of demand the impact of technology, and budget presentation. Emphasis is 
given to looking beyond simple numbers and considering pricing within the 
broader definition of what products "cost" - and to whom. 
42. JACKSON (A.E.). Retail opportunity in the contemporary Information 
Market. Aslib proceedings. 44 (10) ; 1992 ; p. 341-9. 
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Author notices that in contemporary business climate there is a need 
for more widespread and systematic use of online information which means 
- that there is in immense, latent demand for information product. Undertook 
a research on behalf of the British Library which indicated a coiTelation between 
the success of companies and their usage of external information. Further 
discusses that the problem is in finding the right product portfolio at the 
right price to stimulate the demand and to do it, it is constructive to compare 
the key components of current information market with consumer products 
market. This comparison showed that the retail sector of electronic information 
market is under developed due to lack of products appealing to mass market, 
identified the current awareness information as fulfilling several important 
criteria to make it prime candidate for mass market exploitation. 
43. LAUNO (Ritva). Knowledge Marketing : Lean management of quality Products. 
FID news Bulletin. 43 (11/12) ; Nov/Dec, 1993 ; p. 262-6. 
This article deals with the internationalization of business and global 
competition. Says that international information flow, an increasing need for 
information from the global market and new demands regarding standardization 
of the accessibility, availability and storage of information. The marketing 
functions of information services can be divided into two categories : marketing 
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the business idea of the own "information company" to the personnel so as 
to motivate it towards marketing its products, and marketing of the infonnation 
products to the customers 
44. PEJOVA (Z). Economics aspects of information management m public 
enterprises. International Information Communication and Education 12 (2) 
, Sep, 1994 , p. 157-61. 
The author discusses economic aspects information management m the 
context of public enterprises. Points out that lack management knowledge 
and skills as well as lack of market economy and implement the concept 
of information management. Discusses that practical implementation of 
information management requires introduction of teaching contents m schools 
of economics and management development programmes which will elucidate 
the impact of information management on the economic performance of the 
enterprises 
45. RATLIFE (Priscilla) and WEEKs (Thomas J.). Three Years Experience 
with fee-based Services m a Corporate Library. Special Libraries 86 (1) , 
1995 , p 21-6. 
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In this article the author examines the experience of a moderate - sized 
chemical company library with introducing ad operating fee-based service. 
By recovering a substantial portion of its budget through user fees, the library 
has gained credibility with a business - oriented management. Users "paying" 
for infonnation is the ultimate proof that the library provides valuable services. 
During the three years fee-based services have been in effect, Library usage 
has increased 38% and an additional library location has been added. 
AND POLITICS. 
46. PAGE (John R.U.). Economics and politics of information technology : some 
trends in its application to information for the professional. IFLA Journal. 
10 (1) ; 1984 ; p. 28-42. 
The author explains that application of new information technology is 
continuing to have wide-ranging impacts on the economic and political 
environment of all sectors of the production, dissemination and use of information 
for the professional. The history of impacts of on-line information retrieval 
indicates certain trends which are likely to be paralleled in new applications 
not far down stream. Among the trends discussed are increasing 
commercialization, the information product tending to be regarded solely as 
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a materia] good, the nature and cost of which is governed by considerations 
of the market place, large production units rather than small, and the protection 
of local information industry rather than internationalism. The case of electronic 
publishing and document delivery is then discussed as the next likely major 
application of new technology ; suggests that while all the necessary technology 
is available it will be implemented within the general framework of the 
automated office rather than as special single-purpose systems. Future impact 
on publishing and libraries are discussed in terms of the trends already noted. 
Finally, quotes 3 possible examples of the use of new technology to provide 
new infonnation transfer systems, rather than to automate further the component 
parts of existing conventional systems. These are electronic invisible colleges, 
decentralized information systems with minimum telecommunications, and 
a decentralized system for developing countries. 
, PRIVATE SECTORS. 
47. MURPHY (Terry B.) and LAURIN (Mala). Information economics : 
Proceedings. The Fourty Fourth ASIS Annual Meeting : The Information 
Community - an alliance of progress. 18 ; 1981 ; p. 379. 
The authors observed that the cost associated with information activities 
in the private sector are often buried in the overheads. Information needs 
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for decision making in research, management, finance and marketing may 
be addressed in many ways. He has addressed the aspects of quahty Vs quantity,, 
in house Vs outside services, manual Vs automated searches abstract Vs full 
text and the appropriateness of each of these. 
, ELECTRONIC PUBLISHING. 
48. COLLIER (Harry). Optical Publishing : a who - is doing - what appraisal. 
Electronic Publishing Review. 5 (4) ; Dec, 1985, p. 245-56. 
According to author it is hard to estimate the demand at the market 
Price for online access to database (mainly scientific/Technical) because many 
are low-prices ($15-$30 per connect hour) governmental offerings. The perceived 
value of this present generation of online services is certainly greater than 
that of the selective Dissemination of Information (SDI) services which 
proliferated in the sixties and seventies, mainly for scientific information, 
but were only taken up by a small fraction of potential users. 
49. GURNSEY (John). Electronic publishing : a market perspective. Aslib 
proceedings. 35 (10) ; Oct, 1983 ; p. 389-97. 
This is just the outline of a paper given to the aslib electronics Group 
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Conference, Chelmsford, 14-16 April 1983. It has tried to consider some 
of the factors which influence the market for electronic publishing. Although 
many of the markets are still largely embryonic, there are a no. of factors 
which are most likely to lead to success. These include : products having 
a suitable infrastructure on which to build, products which can easily, and 
effectively, be generated by an existing publishing programme products which 
are system independent products which are undemanding of the user both 
the hardware costs and training; products which fully exploit the electronic 
format and do not merely reproduce what is already available via conventional 
sources. 
50. PROMENSCHENKEL (G.). Steps towards a new era in electronic publishing. 
QCLC News letter. (216) ; Jul/Aug, 1995 ; p. 20-1. 
The author explains a new OCLC/IDI system. This new OCLC/IDI system 
designed to revolutionize the way documents, periodicals and magazines are 
created and distributed is being implemented at the Association of computing 
Machinery (ACM). The system of Total Electronic Publishing publishing Process, 
from authoring to eventual distribution in print and electronic form. STEPs 
takes commercially available products and integrates them into an adaptable 
system, permitting the user to select the best components available on the 
market. At the heart of the system is IDI's BASIC SGML Server, a set of 
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development tools for building database applications that store, update and 
manipulate SGML documents. ACM publishes an estimated 40,000 pages 
per year, and authors number in their thousands. 
, ENTREPRENEURSHIP. 
51. SEN (S.). Emerging Opportunity Entrepreneurship through information marketing:fVoa^ e^li 
Thirteenth National Seminar of lASLIC. (Calcutta) (1988) ; p. 97-102. 
The author discusses the changed concept of information marketing in 
post-industrial society where it is almost equipment with the term Information 
Entrepreneurship. Also describes the origin and development and its prospects 
in India. After going on to introduce about the Information Entrepreneurship, 
the author describes the emerging opportunity Entrepreneurship through 
information marketing. 
, ENTERPRISES. 
52. PIESKA (K.). Value - added information Services for small and medium 
sized enterprises. Electronic Library. 1191) ; Feb, 1993 ; p. 25-8. 
The author discusses that large companies have introduced special 
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information service departments for information searches. Small and medium 
sized enterprises (SMEs) have to turn to commercial information services. 
The raw data from online databases needs further processing to become valuable 
for small industrial companies. Thus the information service of the Technical 
research centre of Finland (VTT) has been developing value-added services 
tailored especially for industrial SMEs. The services are available as infojTnation 
packages such as competitor surveys or product evaluation. They have been 
directly marketed to specific targets. 
, EVOLUTIONS. 
53. ARNOLD (Stephen). ' Inverted file : marketing information products. 
Online. 10(1) ; Jan, 1986 ; p. 6-11. 
The author outlines four eras of an information (database) product, these 
are ; the genetic stage, a traditional, mature product ; the old day with a 
new trick stage, implementing new technology ; the me too stage,, copying 
others new developments; and the and again stage, applying a successful 
products in a slightly different way. The author also indicates that how to 
analyze a market given these four categories, in order to determine if a product 
will be a winner. At the end the author discusses the marketing approaches. 
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, EXECUTIVES. 
54. STASCH (Stanley F.) and LONSDALE (Ronald T.). Determining the 
information needs of marketing executives. Special libraries. 73 (4) ; Oct., 
1982 ; p. 270-9. 
The marketing process involves several phases, each of them requiring 
different types of information. The author emphasizes that an effective 
information system for marketing management should provide the appropriate 
quantities and levels of information which are required in each phase of the 
process. The information manage needs to be familiar with critical marketing 
question, information needs, and the channels of distribution used by the 
company for its products or services. 
, FOLIO CORPORATION, INTERNET SERVICE 
55. BLAKE (P.). Open market to acquire Folio Corporation. Information Today. 
14(4) ; Apr, 1997 ; p.3. 
The author explains that open market Inc. of Cambridge, Massachusetts 
has agreed to acquire 100 percent of Folio Corporation, a subsidiary of Read 
Elsvier Pic. The acquisition will lead to the development of a combined, 
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enhanced information based business solution designed to provide information 
professionals with Internet Commerce services. It offers an overview of Folio's 
existing products. Open market and Folio products are traditionally 
compatible. 
, INDUSTRIAL ENVIRONMENT. 
56. DUTTA (H.K) and CHOUDHARY (G.G.). promotion of Industrial Information 
Service.* A Marketing Approach. Thirteenth National Seminar Of lASLlC 
(Calcutta) (1988) ; p. 75-86. 
This article describes that marketing is an appropriate total in the promotion 
of Industrial Services. Given Sixteen basic points that a library administrator 
must know before establishing an information service. Based on the analysis 
of some project reports on various industrial project, the various places of 
any industrial project along with the corresponding tasks have been demonstrated 
by them in the paper. The methodology for market segmentation in contact 
of industrial information service has been identified and presented in tabular 
from along with the corresponding probable sources both documentary 
and those generated on the spot through out a project. They have highlighted 
the needs for Considering. These various categories of information sources 
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as input in the design of industrial information retrieval system and presented 
a schematic diagram out of the marketing approach. 
, INDUSTRIAL MANAGEMENT. 
57. PATWARDHAN (D.V.) and SATHYENDRA (N.). Promotion of Information 
Vs in Industrial Environment. Thirteenth National Seminar of lASLIC (Calcutta) 
(1988) ; p. 87-96. 
The author defined the term marketing in the Context of library and 
Information Science in their paper. They explains the need for adoption of 
marketing approach by LIS personal to review the services currently offered 
to the readers and to improve them with a new and different perspective. 
They have conducted a survey of customers of LIS services to assess the 
market needs and response to the services currently offered by a Technical 
Information Centre of an Industry. The questionnaire were analyzed using 
Computers and the methods & techniques employed are also explained in 
their paper. They studied the administrative, financial manpower and training 
needs of the unit to meet its customer's need. 
58. PILKINGTON (Alastair). Information in Industry management's indispensable 
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resource. Aslib proceeding.32 (1) ; Jan, 1980 ; p. 10- 7. 
The author says that Information services will only be good if the 
professionals who work in it came out among their customers and make it 
so They will make it good through creating partnership with their customers 
in order to help identify, understand and meet their needs. Professionals will 
not make it good by expecting customers to come to them for information, 
Customers are more likely to forget they have an information service if that 
service is not active. Then they will waste time and money going elsewhere 
for information. Success in a companies better decisions resulting in a better 
company. Professional skills and techniques in information work don't represents 
success in them selves. They must be a means to the end of better decisions, 
and the only way for informations is by coming the touch line and joining 
the team that has to make them. . 
, INFORMATION CENTRES. 
59. CHRISTON (Coriles). Marketing the information Centre ; a blue print for 
action. Wilson Library Bulletin. 62 (8) ; Apr, 1988 ; p. 35-7 
The author states that as the amount and value of information has sky 
rocketed, it has become ever more important for librarians to promote themselves 
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and their services within their organizations. In special/libraries, particularly, 
the librarian will not often be competing not just with end users of information 
but with Management Information System department for the dissemination 
of information in their companies, In order to ensure their continued role 
as the primary information provider the time has come for librarians to 
demonstrate their real value, that is to actively market their services. Describes 
the step to be taken in developing a marketing strategy including a situation 
analysis, development of an action plan and consideration of the action plan 
tools. 
INFORMATION MANAGEMENT. 
60. KUHLEN (Rainer). Knowledge - Based Information Transfer and management: 
An Information Science Contribution towards technology transfer. International 
Information. Communication and Education. 7(1) ; Mar, 1988 ; p. 48-65 
This article considers to contribution of information science for 
transformation of knowledge into information. Discusses the systematic; aspect 
of this distinction between knowledge and information. Emphasizes methods 
of knowledge representation, information acquired, and information processing 
both on the information market and within private or public organization. 
States that postgraduate courses in information science at the university of 
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constancy has concentrated on those two professional fields. Discusses the 
present status of the programme with special emphasis on the technological 
possibilities and on the current activities in traditional knowledge work. Suggests 
that the curriculum will shift towards a more intensive usage of intelligent, 
knowledge-based method for information processing. 
, INFOSOURCE ; 
61. BRAXTON (Gary). AI's INFOSOURCE : What started as pilot program 
is now corporate subsidiary. Online ; 6 (6) ;1982 ; p. 25-7. 
The author describes in this article about INFOSOURCE, which was 
founded on the needs of a large steel company, Allegheny international, 
Pennsylvania, for information as a support to the company's rapid growth 
and diversification. The company had no library but it had a need for timely 
and accurate information on a variety of companies with different products 
and markets. Consequently the retrieval as a solution to their problems and 
established what is the only international information consulting subsidiary 
of a multinational corporation. 
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, INTERNET. 
62. AGGARWAL (A.K.). Marketing on the Net. Information management, 10 
(3/4) ; Fall, 1997 ; p. 8-9. 
The author says that Net Communities are becoming organized on the 
Internet. For organization to help not-communities, they need to attract and 
keep surface at their site and make them buy their products. The author advice 
on developing a new Intenet marketing approach ; identify your customers 
; provide information about products ; developed on order system available 
with immediate feedback in terms of availability of desired item ; provides 
various forms of payment, and a delivery system based on customer presence. 
The customers should be encouraged to complete an online product satisfaction. 
63. ANGELIDES (M.C.). Implementing the Intrenet for business : a global 
marketing opportunity. International Journal of Information Management. 17(6) 
; Dec, 1997 ; p. 405-19 
The author discusses the use of the Internet and the WWW for marketing 
and compares Internet and WWW marketing with traditional media marketing. 
The author discusses the impacts of Internet and WWW marketing, how large 
they are and how marketing and organizations are going to respond to there, 
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which leads to the need for new business strategies. Also asserts that the 
Inlernet is a powerful tool for the Information marketing, also helpful for 
marketing the journals. 
64. BLAKE (P.). ClariNet starts playing for Europe, Information World Review. 
(125) ; may, 1997 ; p. 19-20. 
The author explains that clarinet communications supplies Internet based 
news which from the end user's perspective is free of charge. About 75 percent 
of Clarinets, with around 15% form the academic sector. Among the 17 
newswride taken by Clarinet are those from Reuters, NewsBytes, UPI and 
Agence France Press. These are classified geographically and by industry 
and life-style. The author discuses Clarinet's Business strategy. 
65. DYSART (J.I.). Fall Internet World '98', New York ; a walk through the 
exhibit hall made it clear ; the web is everywhere. Information Today. 15 
(II) ; Dec , 1998 ; p. 23-4. 
The author presents an overview of the fall Internet world '98' trade 
show and conference, highlighting a number of products. The products and 
services on display underscored the degree to which the Internet has become 
an integral part of everyday life. Items targeting the corporate market included 
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web startup Biztravel ; Central's ; Realnames simplified Internet navigation 
products ; Balisoft's Live contact software for Creating personalized customer 
service over the internet ; General Magic's Portico, Providing a virtual assistants 
who e-mail and voicemail and responde to voice commands ; and a new e-
postmark from the US postal service that is. actually a digital signature used 
for determining whether document modification has occurred. 
66. Ri^ ^O (S.). Internet Reference sources for international business students. Internet 
Reference services Quarterly. 1 (4) ; 1996 ; p. 77-88 
The author presents a guide to Internet and world wide web (WWW) 
web sites, developed at Mercy College, New York, to assist students enrolled 
in their international business courses with finding information to help them 
with their international marketing project. The project involved selecting a 
country to do business with and in which to market a product, and finding. 
Cultural demographic, economic, financial, polifical, consumer behaviour and 
statistical information about the country, Provides Uniform Resources Locators 
for web sites, addresses for gopher sites and descriptive annotations for each 
of the selected sources listed. 
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, INTRANET, 
67. WATSON (Ian). Internet, intranet, extranet : managing the information bazar. 
Aslib Proceeding. 51(4) ; Apr, 1999 ; p. 109-14. 
The author discusses that the web has brought to the business world 
an inexpensive way of distributing coiporate information to employees, business 
partners and customers. The term intranet describes a closed computer network 
built upon world wide Web technology in which access is restricted to a 
particular group of users, typically employees of a company. The term extranet 
is used when access is extended to a privileged user group : customers and 
suppliers for example. This paper examines the role of the World Wide Web 
in the research library at Scottish media Newspapers, in particular how it 
complements the portfolio of traditional online sources, CD-ROMs and books. 
It also describes the extent to which searching has moved from the intermediary 
to the end user. In the mid 1990s, just as the web was beginning its spectacular 
rise to fame, Scottish media newspapers developed a browser-based interface 
to the in-house database of newspaper stories, a process that led to the creation 
of a corporate intranet. The creation of the intranet has been accompanied 
by a redefining of staff roles in an attempt to change the image from passive 
librarian to dynamic research specialist. The paper concludes by examining 
the role of the information professional/librarian i a world where end users 
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will have a vast range of information from internal and external sources at 
their fingertips. 
, LEISURE SERVICES, ENGLAND. 
68. MURRAY (R.) and SARGENT (G.F.). Marketing leisure Services over the 
Web in a county council, I. Electronic Library. 15 (2) ; Apr, 1997; p.99-108. 
The author describes feasibility study for the development of a leisure 
information service for a country like England and considers the structural 
and political issues that are likely to be generic to any service of this type. 
Analyses the current provision of leisure and tourist information systems, 
both on traditional forms of media and on the W.W.W. Propers a solution 
that enables local authorities and other information providers to avoid unnecessaiy 
duplication of existing databases. Existing leisure services must be integrated 
with Web development if they are to reach the 2 potential user groups : 
county residents ; and visitors. Recommends the establishment of a leisure 
information Web and to develop Web Kiasks for use in public places, which 
may operate offline. 
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, STRATEGIES. 
69. COOPER (E.A.). Developing websites to enhance the Law library's perception 
within the local legal community. Law Librarian. 29 (1) ; Mar, 1998 ; p. 
23-7. 
The author discusses world web site content, design and marketing strategies 
which academic law librarians can use to enhance their perception within 
their legal community. The latter will confer respect and appreciation upon 
academic law libraries which have implemented web site development projects 
aimed at specific legal professionals. He discusses measures fostering better 
content, design and marketing decisions which, in turn, result in convenient 
access to discerned and needed electronic resources. 
, JOURNALS. 
70. JOYCE C(Patrick) and MERZ (Thomas E.). Price discrimination in academic 
journals. Library quarterly. 55 (3) ; Jul, 1985 ; p. 273-83. 
In this article price discrimination is defined and analyzed for 89 academic 
journals in the disciplines of chemistry, physics, psychology, economics, 
sociology and business. These journals were selected by reference to rankings 
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appearing in each discipline's literature or citation rank in the science citation 
Index. Individual and institutional subscription prices were analyzed for 2 
years (1974 and 1984). Findings indicated that : the incidence of price 
discrimination rose between the 2 years ; the increase in mean institutional 
subscription price exceeded that of mean individual subscription price ; and 
degree of markup differed by discipline and kind of publisher. 
, INTERNET. 
71. GEDYE (R.). Marketing journals on the Internet. Serials. 11 (2) ; Jul, 1998 
; p. 171-3. 
The author asserts that the Internet is a powerful tool for the marketing 
journals. The Oxford Univt. Press has been one of the pioneers in its use. 
The author outlines the OUP's experience to date. The impact of internet 
and World Wide Web marketing, how large they are and how marketing 
and organizations are going to respond to these, which leads to the need 
for new business strategies. The oxford university press is responsible for 
marketing plan, finding and defining users, their needs, product creation, 
packaging, delivery communication mechanism of advertising etc. 
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, LIBRARIANS. 
72. SAVARD (R.). Librarians and marketing : an ambiguous relationship. New 
Review of Information and Library research. 2 ; 1996 ; p. 41-55. 
The author says that while librarians show a growing interest in marketing, 
their concept of marketing seems inaccurate. Their outlook is mostly 
organizational and focused on sales and product oriented strategies which 
fail to embraces a truly client centered marketing orientation. The author 
offers a literature reviews. He reports on a qualitative study confirming that 
the marketing orientation, as defined by experts is insufficiently developed 
among librarians. He presents the reasons for this gap, as well as ways to 
overcome this problem. 
, ROLE. 
73. BUSSEY (Holley J.). Public relations Vs. marketing : The information 
professional's Role as Mediator. Special Libraries. 82 (3) ; 1991 ; p.154-8. 
The author discusses that librarians and information professionals become 
more sophisticated, what seems to be easily defined becomes easily blurred. 
Marketing and public relations are two areas that have developed to such 
an extent that it becomes difficult to know which function is really important. 
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In this article, a discussion on the differences, similarities, and usefulness 
of both public relations and marketing is discussed in the context of developing 
an information centre's potential within an organization. 
, LIBRARIES. 
74. BENEDICT (A.) and LEEBURGER. Marketing the library. Special Libraries. 
74 (2) ; Apr , 1983 ; p.204. 
The author discusses that marketing the library could be considered a 
product inadvertently being marketed under a somewhat deceptive brand name. 
Much can be said in favour of the publication once all concerned, including 
its author, realise that it deals almost exclusively with promoting the library 
rather than with marketing. Describes that marketing is about changing in 
response to the real world, the one in which competition for their business 
takes place. Discusses three aspects of marketing practice that may stimulate 
some different approaches to marketing planning among the information 
community. 
75. GUPTA (D.K.). Marketing in Library and Information Context : Mythis and 
realities. Library Science with a slant to Documentation and Information studies. 
35 (2) ; Jun, 1998 ; p. 99-104. 
(139) 
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The author discusses that marketing is gaining importance in library and 
information centres in the fast changing environment. The author suggests 
some Myths prevailing in the minds of lib. and Info, professionals make 
them reluctant to accept marketing as a viable tool. The author clarifies that 
marketing is not just selling, promotion or advertising, but these are only 
parts of the marketing concept : also that marketing is not only useful for 
consumable to maximize profits but equally valid in non-profit service 
organizations such as library ad Information centres, argues that marketing 
in L & I centres does not need specialists but some new skills and changes 
of attitude of everyone in the organization : the approach must be customer 
rather than organization centered, concludes marketing can be used as a strategic 
tool in a time of discontinuity. 
76. UNDER MOHAN (R.). Application of Marketing Concepts to Library an 
Information activities. Thirty Third All India Library Conference (Timchirapally) 
(1988) ; p. 456-9. 
While discussing the application of marketing concepts to library and 
Information Activities in this article, the author found that it is only in recent 
years, the concept of marketing has been extended beyond its original area. 
He said that Ranganathan evisaged the use of this concept in the field of 
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libraries in the third law of Library Science - every Book its reader but 
information professionals have turned to marketing tools only during past 
two decades. The focus of this concept has also been changed from product 
to user ad there is need to develop on interdisciplinary dialogue which can 
lead to identification of new and research worthy areas of marketing in the 
information section. 
77. MOULTON (Bethe). Marketing and library cooperatives. Wilson libraiy Bulletin. 
55 (5) ; Jan, 1981 ; p. 347-52. 
The author states that marketing is not selling, it is not public relations, 
it is not advertising, although each of these disciplines has something to 
contribute to marketing. Rather marketing is a way of approaching and planning 
for service delivery. It should identify as many potential competitors as possible. 
The competitive analysis should ask : what market segments does each 
competitor concentrate on, what image does each project, and how successful 
is each in satisfying particular wants and needs. Interdependence breeds a 
host of interrelationships and exchanges. It is likely that, in the future, managing 
activity outside the walls of the library will consume as much of a librarian's 
time as managing internal activity. After identifying the needs of the customers, 
the network can choose which of these it will serve. Marketing can help 
more librarians move successfully from an institution - based business to a 
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network - based business that will better serve individuals who need information. 
78. ROCK (F.). To raise your profile, raise the proof. Library Association Record. 
100 (4) ; Apr., 1998 ; p. 188-9. 
The coordinator of National libraries week for Birmingham describes 
the development of a wide ranging and highly popular programmes for the 
city. In addition to the overall aim of raising the profile of the library Service, 
the main theme of the week's events were non users, lifelong learning, and 
staff and users celebrating together. Over 200 separate events were organized, 
300 street signs erected, 28 radio advertisements taken, and 40 other instances 
of media coverage obtained, the challenges presented in organizing the 
programme have led managers and staff to think differently about the marketing 
of library services for the future. 
, ACADEMIC. 
79. CONNOLLY (Bruce). Looking Backward - CD-ROM and the academic library 
of the future. Online. 11 (3) ; may, 1987 ; p. 56-61. 
The article examines the services, procedures, and sources that lend 
themselves to CD-ROM and GDI (compact disc interactive applications and 
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links them to products in the marketplace today. It portrays by making 
extrapolations based on existing technology, the evolution that these first 
products might have undergone and what the effects of this evolution might 
have been on the ways in which libraries work. 
80. DODSWORTH (E.M.). Marketing Academic libraries : a necessary plan. 
Journal of Academic Librarianship. 24 (4) ; "Jul, 1998, p. 320-2. 
The author considers that the academic Lib. must guard against complacency 
and market their products. An aggressive written marketing plan that identifies 
the actions necessary to be taken by the lib. to promote itself or its services, 
should be an integral part of a library's strategic plan and be written as an 
information policy. The author identifies 4 component activities of a traditional 
marketing plan and applies them to the academic library setting, provides 
suggestions for library promotional activities and forms of publicity, drawing 
on the experience of the government documents and microlooms Department 
at Lauinger Library, Georgetown Univt., Washington, D.C. 
, BOTSWANA. 
81. NKANGA (N.A.). Strategy for marketing information services in Botswana 
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special libraries and information centres. African Journal of library. Archives, 
and Information Science. 9 (1) ; Apr. 1999 ; p. 59-67. 
The author says that the need for marketing special library and information 
centres is imperative given the fact that information technology has improved 
accessibility to information which is challenging their role and survival in 
Botswana. He suggests how marketing can be implemented in he information 
service in Botswana and argues that, if carefiilly planned and executed, marketing 
has the potential to increase the special library's survival and help it flourish. 
, CAIRNS. 
82. FORREST (M.) and CAWASJEE (A.M.). Costing the Library Services. 
cairns Library : a case study. Health Libraries Review. 14 (4) ; Dec, 1997 
; p. 219-32. 
The author suggests that the present climate libraries have to adopt a 
business approach to funding submissions. In addition to the grant from its 
parent body, the faculty of Clinical Medicine University of Oxford, UK, the 
cairns Library obtains funding form 5 other bodies, including National health 
Service Hospital Trusts. It has introduced an ongoing costing exercise covering 
the different services. The costs are divided into 3 categorize : salary cost, 
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other direct costs and indirect costs. Staff time has been identified from detailed 
time sheets kept by each member of staff ; the time recorded is assigned 
to the individual services. The direct and indirect costs have been identified 
and allocated similarly. The services are divided into 5 packages : core, cuiTcnt 
awareness, document delivery, enquiries and user education. The costs for 
each package have been apportioned to the funding bodies on the basis of 
the number of registered users from everybody. 
, CHICAGO. 
83. CALABRESE (A.). Marketing action planning : the Untold story. IFLA Journal. 
25 (3) ; 1999 ; p. 159-61. 
The author says that the Chicago library system is a consortium of libraries 
of all types and depends heavily on the pooling of library and library staff 
resources. Chicago library system developed several approaches toward marketing 
education for member librarians. Through research analysis it was determined 
that librarians felt pressured to defend against new competition for readers 
: book stories, the Internet, other libraries, time and convenience. A dual 
strategy approach allowed Chicago lib. system to market and promote itself 
while at the same time help members "tell their own story". They attempted 
to assist members create effective change strategies for their organizations. 
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, COMMERCIAL. 
84. PE^RROTT (A.M.J.). Setting up a 'One-man Band' library in a commercial 
environment. Aslib Proceedings. 35 (3) ; Mar , 1983 ; p. 156-63. 
This article describes the preliminary stages of establishing a 'One-man 
Band' library for a commercial marketing department, highlighting some 
characteristics of this type of information work. The one-man-Band, entity 
- which can be defined as a special library or information unit operated by 
one person - is well recognized as a type of service with its own features, 
and has been a topic of interest i library circles for some time. 
, COMPANIES. 
85. NELKE (Margareta). Co-operation between the company's Library and the 
market Intelligence : a value added approach. FID News Bulletin. 46 (5) ; 
May, 1996 ; p. 161-4. 
This article describes that the function of the competitor Intelligence 
at Tetra Level which is to provide information an Tetra Pak's and Tetra 
Laval Food's competitors, their strategies, organization, financial situation, 
world wide marketing activities, and products. The information is collected 
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from different open sources. The Tetra laval regional offices and product 
companies have appointed competitor responsible who contribute to the 
information. The coordinate is however the competitor Intelligence in Lund, 
Swedon. The contribution of the Research Intelligence Library is to organize 
the collected information and to make it retrievable in a database. Through 
the co-operation between the functions competitor Intelligence and Research 
Inlelligence Library there is value added to the competitor Intelligence System 
within Tetra Laval. 
, CONCEPTS. 
86. LINDQUIST (Mats G.). ^ . Marketing of Information Services. FID News 
Bulletm. 43 (11/12) ; Nov/Dec, 1993 ; p. 267-9. 
The author describes in this article Fundamentals of Service marketing 
which includes services Vs. products, customer flow and Service growth. 
Also discusses special issues/problems for information services, barriers for 
entry, reasons for leaving the service maintaining the customer Base and at 
last of this article discusses guidelines for Action. Focuses on the principles 
of marketing services and provides a basis for understanding how basic concepts 
can be applied in libraries. Using a marketing planning process, offers a 
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step-by-step guide to help librarians applying marketing principles to increase 
the effectiveness of library services. 
, CORPORATE, OHIO. 
87. SPINDLER (Donald C) . Management looks at the Corporate Library. Special 
Libraries. 73 (4) ; Oct, 1982 ; p. 251-3. 
The author discusses that the expectations of corporate managers and 
information users are central to information management. In a research 
organization, the library can provide information to save time and increase 
the productivity of technical staff. For many companies, the services of a 
traditional special library will suffice. The author describes services at the 
corporate library of the technical centre of the Ferro corporation, Ohio. Holdings 
include material on ceramics and polymer additives together with business 
and marketing, management and personal development. 
, CRITERIA. 
88. SRIDHAR (M.S. Customer). Characteristics as Criteria for market segmentation 
in Libraries. Thirteenth Narional Seminar of lASLIC (Calcutta) (1988) ; p. 
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43-51. 
The author highlights the limitations of marketing approach to library 
and information services, reviewed literature on the correlation of information 
requirements of scientists and engineers with their characteristics and analyzed 
the data collected for a large study of information behaviour of the Indian 
space technologists, and correlated nature an type of information required 
by the space technologists with their hierarchial status, educational qualifications 
nature of work, subject of specialization, length of work, experience and 
professional activities and achievements. And these results he compared with 
the findings of the earlier studies and concluded that market segmentation 
of the Indian Space technologists as users of their primary library is possibly 
based on their characteristics like status, qualifications, specializations, 
achievements and the library should be cognizant of this possible segmentation 
on target market of providing information services. 
, CUSTOMERS. 
89. JOHNSON (Diane Tobin). Focus on the library customer : Revolution, 
Revolution, or Redundancy. Library Trends. 43 (3) ; 1995 ; p. 318-25. 
The article states that examining different organizational objectives for 
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libraries, the choices librarians make about customer focus and orientation 
towards marketing become clearer. Ideas from the relatively new field of 
social marketing reveal the social cause/message heart of some organizational 
objectives and suggest that adopting a customer orientation toward marketing 
may not be the best fit for some libraries. 
, DIGITAL. 
90. GUENTHER (Kim). Designing and managing your digital library. Computers 
in libraries. 20 (1) ; Jan, 2000 ; p. 34-9. 
The author describes that the digital library concept requires that librarians 
be information architects in order to build effective, scalable web sites to 
serve the digital demands of patrons. Just in time applied to libraries is 
information delivered where you need it, when you need it, and in a format 
that is useful. How do we re-create that sense of customized and quality? 
Providing users with a means to tailor the resources and layout of sites to 
meet their own needs has led to a recent surge in portal popularity. Making 
library services tangible by 'productising" clusters of services through the 
digital library provides convince, customisation, community, accessibility and 
quality, method for making these products and services more tangible in a 
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virtual environment will continue to evolve as tools to manage, identify and 
structure content in digital form become more sophisticated and as library 
users become more web-savvy. 
, , , SILVER PLATTER 
INFORMATION, AFRICA. 
91. KEYLARD (Mark). Silver Platter information in Africa. FID Bulletin for 
information and communication. 48 (516) ; 1998 ; p. 138-40. 
The author highlightes that the silver Platter information aims to build 
a multidisciplinary digital library of peer reviewed, secondary content that 
can be searched with sophisticated navigation tools to serve knowledge workers 
world wide. Although silver Platter does not have a separate strategy for 
Africa, it does recognize the importance of local African information and 
for the exchange of information between Africa and the rest of the world. 
Sales of Africa, generally of Stand-alone rather than networked options, are 
low in global terms. Silver Platter can best build a market in Africa in partnership 
with other organizations that are working in this field. 
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DOCUMENTATION CENTRES, 
NETHERLANDS. 
92. CUMMINGS (S.). Marketing and promotion of Information products. Quarterly 
Bulletin of the International Association of Agricultural Information Specialists. 
39 (1-2) ; 1994 ; p. 69-75. 
The author discusses marketing and promotion of information products 
based on the experience of the information, Library and Documentation 
Department of the Royal Tropical Institute, Netherlands. Describes the 
information products and discusses the factors which impede sales of 
documentation products in general. It reviews the tools used marketing and 
promotion and current activities undertaken to market and promote the 
department's information products. 
, FUTURE. 
93. MORGAN (E.L.). Marketing future libraries. Computers in Libraries. 18 (8) 
; Sep, 1998 ; p. 50-1. 
The author explains marketing for future libraries. Libraries have to think 
more aggressively about marketing their information and knowledge products 
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and services in order to survive in the increasingly competitive information 
provision market place. Marketing includes not only publicity to promotion 
but also product creation, pricing, and distribution. The author discusses ways 
in which libraries' marketing efforts can be improved, including under-standing 
their customers through market research, developing a product line - a list 
of information and information and knowledge product services ; and making 
their clientele aware of the services they provide. The emphasis should be 
on customer satisfaction and meeting the expectations of customers. The librarians 
of the future must learn to balance professional ethics and teaching with 
the environment of consumeration in which they work. 
, HEALTH SCIENCE. 
94. MORGAN (Lynn Kasner). Fee based services in health sciences libraries. 
Science and Technology Libraries. 5 (2) ; 1984 ; p. 23-31. 
The author says that fees-for-service in health sciences Jib. have been 
common for many years. Fees are often charged to users and other libraries 
for bibliographic searching, photocopying and interlibrary loans as well as 
for reference, consultation and access. Many health Science libraries are engaged 
in strategic planning to determine how they will address issues of info. 
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management within their institutions and to identify who will be responsible 
for the costs involved with implementing the new programmes. 
, INDIA. 
95. HARAVU (L.J.). Marketing of library and information services. lASLIC Bulletin. 
33 (4) ; 1988 ; p. 139-47. 
The author explains that the user communities in general in India have 
not had much exposure to the services of the private sector information industry 
of the West e.g. online search services, CD-ROM products, etc. These services 
are becoming increasingly accessible to institutions in India because of better 
telecommunication facilities now available at least in the metropolitan cities 
in the country. The cost of using such services is still too high for individual 
users in India. Those users who can benefit from these services look up to 
librarians to act as intermediaries in the use of such services, but it has not 
taken place, sufficiently enough in our academic and special library. If this 
is done in a carefully planned manner, libraries and librarians in India can 
assure for themselves a new born respect and greater support from user 
communities. 
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, INFORMATION CENTRES. 
96. R^dNA (Roshan). Marketing in the library and information context. DESIDQC 
Bulletin of Information Technology. 18 (3) ; May, 1998 ; p. 7-10. 
The paper justifies the absorption of marketing approaches in the 
information context as a means to help the libraries and information centres 
achieve their basic objective of providing right information to the right cost. 
It also advocates that by bringing in marketing orientation in the library centres, 
librarians and information managers will ensure increased information awareness 
to consciousness among their clientele ; optimal utility of the rich learning 
resources base of their library centres and ; sustained development of their 
library centres, through revenue generation. The reasons for this shift - over 
are several and include : information for development, information technology, 
Increasing resource constraints, inadequate resource utilization increasing cost 
of information and IT, decreasing public sponsorship. Factors inhibiting marketing 
Orientation are misunderstanding, attitude, systems and procedures. 
97. SHAH (PC). Marketing vis-a-vis revenue generation in libraries and information 
centres : an Indian experience DESIDQC Bulletin of information technology. 
18 (3) ; May, 1998 ; p. 21-28. 
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The paper describes the importance of absorbing marketing principles 
and techniques in designing, generating and providing information products 
and services. An information study of National information centre for Textile 
and Allied Subjects (NICTAS), describing its marketing and publicity activities 
as well as its future plans has been presented to illustrate the point that it 
is the adoption of marketing approach that will help library and information 
centres, not only in their own self-substance but also in the substance and 
self sufficiency of their information products and services. Continuous 
modifications/ improvements are made in NICTAS products and services as 
per response from users. Many new products services such as CULT, online, 
searches, vitamins, spotlight, CD-ROM databases etc. have been started to 
meet the user demand. Marketing is a continuous process and not a once-
a-month or once-a-year activity. Marketing is a strategy, philosophy and a 
way of life for a successful library and information centres. 
, INTERNET. 
98. DOWLIN (Kenneth E.). Distribution in an Electronic Environment, to will 
there be libraries as we know them in the Internet World ? Library Trends. 
43 (3) ; 1995 ; p. 409-7. 
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This paper states that the new technology and communication tools that 
are available today are much more powerful than those available even a few 
years ago. The channels for access and distribution of infonnation and knowledge 
are much more diverse, they provide more tools directly to the user. While 
libraries will not be replaced, they will need to adopt their methodologies 
to take advantage of the new tools. The library that successfully adopts its 
system for collection, preservation organization and distribution of information 
and knowledge to the new technology will become a much more central 
institution in the community served. 
, MANAGEMENT. 
99. AMARAL (Suli Angelica do). What library managers know about marketing 
: A study of Brazilian Geoscience and Mineral Technology Libraries. Information 
Development. 8 (2) ; 1992 ; p. 90-5. 
The author reporting a survey of Brazilian technological libraries shows 
that the majority of library managers are librarians who are not acquainted 
with marketing. This leads to the conclusion that the academic training of 
these professionals does not emphasize the marketing aspect of information. 
Such limitation imposes restrictions on the activities developed by the information 
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sector, acting as a barrier to complete development, recommended that both 
undergraduate and graduate courses in library science should include this 
subject in their curriculum, since a knowledge of marketing is essentia] for 
the performing of the managerial function. If a Brazilian librarian decides 
to perform this function, he or she will certainly need to develop expertise 
ion this field. This is because marketing is an area of library administration, 
whatever the size of the library, Just as there are areas of production, finance 
and human resources. Undergraduate courses will be responsible for the 
elementary nations of management, but the training of a manager is not restricted 
to these notions. The library will require much more of its manager. The 
best way to prepare the Brazilian librarian to perform. This task is to provide 
management causes at the specialization level, training, thus contributing to 
the full development of activities in the information sector. 
100. CRONIN (B.). Information Services Marketing. South African .Journal 
Librarianship and Information Science. 53 (3) ; Sept., 1985 ; p. 115-9. 
The author says that marketing can be summed up as the process of 
achieving customer satisfaction. Market - oriented planning consists of 3 stages 
: the mission analysis, the market analysis, and the resource analysis. He 
illustrates the appropriateness of each stage to the management and development 
of information and library services. He discusses the following concepts ; 
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resource attraction and allocation ; the product life cycle ; product price ; 
place and promotion ; product mix ; benefit segmentation, and lifestyle analysis. 
Author considers the case for tax and fee - supported public sector information 
and library services. 
101. OLSON (C.A.) and MOSEMAN (S.S.). Overworked ? Understaffed ? Don't 
stop marketing ! Information Outlook. 1 (3) ; Mar, 1997 ; p. 20-3. 
The author looks at the holistic management tools offered by marketing 
to resource many of the dilemmas brought on by too many customers and 
not enough hands. When differentiated from 'Promotion' which is not helpful 
in circumstances of excessive workloads, marketing can help in understanding 
customers, evaluating products and improving the management of the library. 
The author explains how effective marketing can streamline operations, decreasing 
workload while increasing visibility and customer support. 
, NEW TECHNOLOGY. 
102. FURLONG (K) and CRAWFORD (A.B.). Marketing your services through 
your students. Computers in Libraries. 19 (8) ; Sep, 1999 ; p. 22-4. 
This article discusses that when Maine Univt. at Farmington's Mentor 
(159) 
BIBLIOGRAPHY 
library spent a great deal of time and Money renovating the library building 
and installing new library technology, it was assumed that the students would 
come flocking to use the new facilities to return, having found other sources 
of information during the library shut down, other approaches were sought 
for the active marketing of library facilities. Success was achieved by means 
of student workers, who were recruited into a deliberately scheme of library 
promotion and per pressure was allowed to do the rest. 
, PRACTICAL APPROACH. 
103. JANAKIRAMAR (M.). Marketing mix in the context of Library and Information 
products and services. DESIDOC Bulletin of Information Technology. 18 (3) 
; May, 1998 ; p. 11-9. 
This article highlights that the marketing mix paradigm has emerged 
as one of the dominant frameworks in the discipline of marketing, both in 
its academic as well as practical approach, over the past half a century. The 
four mix elements, namely product, place, price and promotion have emerged 
as the main set of marketing tools for planning and strategy formulation. 
Recently three more elements - people, physical, evidence and process - have 
been proposed as additional mix elements for marketing services, applications 
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of these seven elements in the hbrary and information context has been explored 
in the present paper. Viewing of the mix elements from the consumer's point 
of view is suggested. To facilitate this, introduction of seven cs', namely 
consumer needs/wants, convinces for the consumer, cost to the consumer, 
communication with the consumer, company employees, concrete evidence 
and course of action, is, proposed. 
, PRINCIPLES. 
104. HSIEH (P.N.). Marketing Library a>\fl Information Services. Journal of 
Librarianship and Information Science. (27) ; Nov, 1998 ; p. 40-54. 
The author defines marketing as a process through which we come to 
understand and satisfy customers. He focuses on the principles of marketing 
services and provides a basis for understanding how these basic concepts 
can be applied in libraries. Using a marketing planning process, offers a 
step-by-step guide to help librarians applying marketing principles to increase 
the effectiveness of library services. 
105. KAPOOR (S.K.). Marketing Approach to Library and Information Services. 
Librarian. 3 ; 1988 ; p. 21-28. 
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The author stressed the importance of marketing approach in non-business 
activities. The Non-Business activities involves like education, health, service, 
library, service etc. and gave the concept of marketing and the activities 
involved in it, examined various points also relating to application of marketing 
principles in the application of marketing principles in the field of library 
and information services. Also discusses reasons responsible for failure to 
market the library include the librarian's lack of time and techniques. 
, PUBLIC. 
106. GALLIMORE (ALEC). Marketing ai public sector business library : developing 
a strategy. .Tournal of Librarianship. 20 (4) ; Oct., 1988 ; p. 235-54. 
In this paper a model is described for the development of a marketing 
strategy in a public sector business library. A stage - by - stage analysis 
of the model is given, with reference to the strategy of Manchester commercial 
library, and with examples of how the strategy has been applied in practice. 
The model is proposed as a suitable basis for developing a marketing strategy 
for any library or information service. Marketing is not a short - temr exercise 
but is part of the continuous management of the lib. service. The aim of 
the marketing strategy is not to seek short - term increases i use but to develop 
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and consolidate a sound user base, by assessing the needs users, providing 
for those needs and ensuring that all potential users are aware of the services 
on offer. The marketing strategy model developed here has proved useful 
for clarify the marketing effort in Manchester Commercial Library but it could 
be applied to any lib. service. 
107. JOHNSON (Diane). Frontiers in Wisconsin. Public Libraries. 24 (1) ; 1985 
; p. 37-8. 
The author describes, the programme presented at a 'Frontiers' conference 
in Madison, Wisconsin in Aug 84 which was sponsored jointly by the public 
library Association and the Univt.of Wisconsin Extension Communication 
programme, which addresses the issue of marketing and its applications in 
public libraries in the wake of the information explosion. Topics addresses 
included : an explanation of the difference involvement with user - oriented 
library planning ; current marketing theory ; design and definition of library 
products ; pricing strategy ; access ; promotion ; and evaluation of marketing 
plans and programmes. 
108. KINNELL (Margaret) and DOUGALL (Jennifer Mac.). Strategies for 
Marketing Public Library and Leisure Services. International Journal of 
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Information and Library Research. 3 (3) ; 1992 ; p. 167-85. 
The author have reported a study which took place from January 1991 
to Jan 1992 and comprised a national questionnaire survey of all libraries 
and leisure authorities in UK and a series of 5 targeted case studies of 
public Library services and 5 of leisure services across the country to investigate 
the extent to which marketing was impacting on service management. They 
found many obstacles in the development of a strategic marketing approach 
in libraries and leisure services like : lack of a specifies person with responsibility 
for marketing , lack of a marketing budget, Inadequate staff training, Insufficient 
research data, lack of performance measures, committee interference in setting 
objectives and pricing policies. They argued that the political will of members 
is of considerable importance in all these factors and convincing politicians 
of the value of marketing is essential if resources are to be made available. 
They emphasized the importance of the overall context in which marketing 
decisions were being taken by the manager. 
109. LYNCH (Christine Koonmtz) and ROCKWOOD (Persio Emmett). Marketing 
Strategy for Children's services. Public Library Quarterly. 7 (3/4) ; Fall/Winter, 
1986 ; p. 27-40. 
The author conducted a survey to fiirther substantiate and extend knowledae 
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of the vital role of children's services in public libraries. The findings are 
compared with 2 similar studies. It was determined that frequent childhood 
use portends adult use. Family interest, school media centres access, sex and 
education are significantly associated with adult library use. Adult patronage 
is principally for personal rather than work on other purposes. The findings 
guide the formulation of marketing strategy particularly market development 
and promotional policy, designed to increase the use of children's services 
and to develop long-term active patrons. • 
n o . VAUREK (Bernard). "" Best bargain in Town. Public Libraries. 34 (4) ; 
1985 ; p. 134-5. 
The author suggests practical techniques that public librarians can use 
' to describe the virtues of their libraries to patrons in the light of their failure 
to market their library in the post. Considers the unique benefits offered 
by public libraries. Reasons for failure to market the library include the librarian's 
lack of time and techniques. Also comments on the advantages and disadvantages 
for the busy public librarians. 
111. VAVREK (B.). Is the Public library missing its potential markets. Public 
Library Quarterly. 15 (4) ; 1996 ; 'p. 17-24. 
(165) 
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The author discusses that public lib. may be missing opportunities to 
broaden their service base and obtain additional revenues by not purchasing 
some potential markets. He discusses Six potential markets for public libraries 
with populations of fewer than 25,000 people in the U.S.A. : working closely 
with elected and appointed community leaders and adopting a more aggressive 
form of activism to secure adn publicize library functions, providing literacy 
services ; becoming the information specialists for local business out sourcing 
teams ; providing home - delivered services ; providing services for how 
scholars ; becoming an active source of information on environmental issues 
; and becoming the community's information centre on matters related to 
health. 
112. WADLEY (A.L.) and BROADY (J.E.). Marketing the public Library Service 
to the full time employed : future directions. Library Management. ] 8 (5&6) 
; 1997 ; p. 253-63. 
The author develops on earlier discussion in which the authors argued 
that the public library service fails in a no. of ways to provide an effective 
sei-vice to the full time employed. The suggests the characteristics of an effective 
service for such a market segment using the marketing mix framework. The 
methods examined concentration distribution systems which have the potential 
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to minimize cost to the consumer and to maximize timeliness adn convenience 
of location. Such methods fall into 3 main categories : in house, outreach 
and remote access. He examines these 3 categories of service for their suitability 
and considers founding, methods of publicity and the control processes necessary 
to continuity of service effectiveness. 
PUBLICITY. 
113. COOPER (Ellen R.). Consortium Promotion : Publicizing a Library Group. 
Special Libraries. 82 (3) ; 1991 ; p. 196-9. 
The author says that many librarians have developed activity plans for 
publicizing their library services to potential users within their institution. 
These marketing techniques are useful for promoting single libraries, but it 
may also be desirable to promote a group of libraries to the general community 
libraries may not answer the needs of these groups. These promotion ideas 
that have been successfully tried in Memphis may be adopted for use by 
other library groups. 
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REMOTE USERS. 
114. WOLPERT (Ann.). Services to remote users : marketing the hbraiy's lole, 
Library Trends 47 (1) ; 1998 ; p. 21-41. 
This paper states that distance learning is an emerging educational market 
of compelling interest to higher education. Driven by economics and enabled 
by innovations m educational technology, this new market presents significant 
marketing challenges to academic libraries. Libraries should appioach suppoit 
to distance education as a new business opportunity, utilizing techniques of 
market evaluation and analysis. Close alignment with meaningful performance 
measures, can position academic libraries to provide appropriate educational 
support while improving awareness of the importance of libraries as a competitive 
advantage m distance education. 
, ROLE, PRIVATE SECTOR. 
115. CUADRA (Carlos A.). iole of the private sector m the development 
and improvements of library and information services. Library Quaiterly 50 
(1) ; Jan, 1980 ; p. 94-111. 
This article examines the paper presented at the 40th conference of the 
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University of Chicago Library School, 18-19 May 79, on 'the role of Libraries 
in the growth of knowledge'. The private sector has long supported traditional 
Library services and created innovative products and services. With the current 
drive to improve information provision the private sector can continue to 
play on important role, especially if its contributions are understood. It describes 
private sector activities and discusses some of their more poorly understood 
or controversial aspects. Examines are given of profit and nonprofit activities 
to help dispel myths about 'double charging' and about the basic values and 
premises of those involved in the commercial sector. Argues that such myths 
will die out in the knowledge market place, just as poor products and services 
die out in the commercial market place. 
, RURAL. 
116. GRUNENWALD (Joseph P.). Steps to take : marketing the rural library. 
Rural Libraries. 4 (2) ; 1984 ; p. 21-35. 
The author says that techniques in marketing have been neglected by 
rural librarians. While they have concentrated on factors such as organization, 
budget adn personnel management and architectural design. Attempts to 
familiarize librarians with various marketing techniques and methods by the 
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use of a framework involving the development of a marketing programme 
which might indicate how marketing can be used in library setting. 
, SCHOOL. 
117. ROGINSKI (Jim). When the pubHsher calls ; children's libraries and telephone 
sales. School Library Journal. 32 (2) ; Oct, 1985 ; p. 98-101. 
The author discusses the growth of telephone marketing of goods and 
services by publishers and library suppliers. Comments on the advantages 
and disadvantages for the busy school librarian. He suggests guidelines for 
the librarian involved as consumer in telemarketing. Suggests practical techniques 
that busy school librarians can use to describe the virtues of their libraries 
to patrons in the light of their failure to market their library in the past. 
, APPROACH. 
118. HENRI (S. James). ' -School library Program : a marketing approach. 
Intranational library Movement. 7 (1); 1985 ; p. 36-45. 
The author says that in school libraries, marketing of the library programme 
means planning an approach to meet the continuing resource needs of the 
(170) 
BIBLIOGRAPHY 
school in the most efficient and effective way. Librarians lack of success 
with public relations techniques is due to the fact that they have concentrated 
on products and services rather than on the users. Examines the application 
of the marketing process to school library programmes and discusses related 
problems. 
, SPECIAL. 
119. BIJRRIS (Rosemary A.) and MOLINEK (Frank R.). Establishing and 
managing a successful End-user search service in a large special library. Online. 
15 (2) ; Mar, 1991 ; p. 36-9. 
This article describes that implementation and management of an end-
user service is a multi task project requiring dedicated and motivated staff. 
Though the path to success is rarely clear, the author reminds that awareness 
on three levels - users, technology and information - is necessary for success. 
At Boroughs Wellcome Co. the growth in end-user searching has had a positive 
impact on Technical information Department TID's image and the relationship 
between library staff ad researchers. We will continue striving to meet the 
challenges of changing technology, information and company environment 
with timely products and services that best meet the needs of our clientele. 
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120. CLAIR (Gvy St.). marketing and promotion in Today's special library. Aslib 
Proceedings. 42 (7/8) ; July/aug, 1990 ; p. 213-7. 
This article describes that all libraries engage in some form of marketing 
and promotional activity, either active or passive. Four benefits come to those 
who promote their library services : usage, increased value in the organization 
; education of users and non-users ; and changed perceptions. Effective library 
marketing includes combining the concepts of marketing, promotion and public 
relations, but it begins with a clear definition of the library's mission in 
the parent organization in terms of funding sources, the contributions the 
library makes to the mission of the parent organization and the value of 
the library's services to users. Such analysis leads to innovation, follow up 
and involving other s in promoting the lib. and its services, which result in 
successful marketing for the special library. If the librarian has determined 
what the users want, and the lib. is marketed to meet those demands, there 
can be no other conclusion but success for the lib. and not coincidently. 
for the librarian. 
121. POWERS (Janet E.). Marketing in the special library environment. Library 
Trends. 43 (3) ; 1995 ; p. 478-93. 
The author says that special libraries developed in response to a need 
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for specific information and the emerging recognition that an organization 
with quick access to good information may have a competitive advantage. 
Effective marketing is an ongoing well-executed process of planning for 
favourable exchange to help achieve organizational objectives. Marketing plans 
in special libraries integrate library services and functions with organizational 
goals and objectives, influencing the behaviour and performance of the 
organization by the way information from the lib. is communicated and used. 
Successful special libraries, located in either profit to nonprofit organizations, 
effectively increase organizational opportunities by discovering and delivering 
info, that is really needed. Integrated strategic marketing planning within the 
special library environment focuses the library toward organizational strategic 
thinking and planning and offers the opportunity to develop more effective 
library services, which may lead to overall improved organizational decision 
making. 
122. W4RNER (Alice Sizer). Special Libraries and Fees. Special Libraries. 80 
(4) ; 1989 ; p. 275-9. 
This article present on special libraries and fees falls into three rough 
sections : the current situation - what is happening now about fees adn special 
libraries ? A few ideas on planning for fees. What do you do ? How do 
you cope ? How can it be made easy ? Selling - how do you sell an intangible, 
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such as information services ? There seem to be three ways in which today's 
special libraries charge fees : charging back within the company or institution 
; charging out to customers who are already buying the company's or institution's 
primary services and selling information services and products directly to 
customers. 
123. WHITE (Marilyn Domes) and ABELS (Eileen G.). Meaning Service Quality 
in Special Libraries : Lessons from service marketing. Special libraries. ?>6 
(1) ; 1995 ; p. 36-43. 
As part of a project to develop an instrument for meaning service quality 
in special libraries. This article reviews the service marketing literature for 
models and data gathering instruments measuring service quality, emphasizing 
the mstruments SERQUAL and SERVPERF. SERQUAl, developed in 1988, 
measures service quality on the basis of expectations and performance ; 
SERVPERF, a modification of SERVQUAl devised in 1992, is based on 
performance alone. This article assesses their applicability to special libraries 
and information centres. 
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, STRATEGIES. 
124. McCAUGHAN (Dave). Part 1. Brand strategies and libraries. Special libraries. 
91 (3) ; Summer, 1991 ; p. 178-82. 
The author describes brand strategies by which marketers differentiate 
their product from alternative services and products. Libraries can apply the 
principles of brand strategy to develop a distinctive image for the information 
services and products that meet the identified needs of their various client 
groups. The author has summarized the different elements of the branding 
process and try to explain how the process can create more loyal users. 
125. VISHWAMOHAN (V.). Marketing Library Ay\6. Information Services ; ComnKoniiy 
Information Service am^ promoting Strategy. Thirteenth National Seminar of 
lASLIC (Calcutta) (1988) ; p. 59-66. 
The author defined marketing and derived and emphasized the narrower 
shadow of marketing. Described the importance of marketing / selling of 
library and information a services and explained how community information 
service worked as marketing strategy. Suggested measures to promote marketing 
of library and information science profession to project its image adn claim 
respect from the society. 
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126. WEINGAND (Darlene e.). Preparing for the new millennium : the case for 
using marketing strategies. Library Trends. 43 (3) ; 1995 ; p. 295-317. 
This paper states that the new millennium is approaching and libraries 
must develop creative problem - solving strategies if they are not only to 
survive but also to thrive. Societal change, technological development, and 
economic retrenchment all pose significant challenges for libraries. This article 
proposes that the former positive and comfortable attitude toward libraries 
no longer holds, and that marketing must be added to the managerial tool 
box so that libraries can become client - centered and client - focused institutions. 
As an overview to this Library Trends theme issue on marketing this article 
present marketing components in the context of a customer orientation. 
, A CASE STUDY. 
127. SMITH (Duncan). Practice as a marketing Tool : four case studies. Library 
Trends. 43 (3) ; 1995 ; p. 450-62. 
This paper states that marketing is frequently viewed as a set of strategies 
and techniques that belong to administrators or to individuals outside of 
librarianship. In addition, marketing is viewed as a set of highly specialized 
skills and tools which reside only with experts. Marketing is also a stance 
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which, rather than being separate from practice, is an essential element of 
good practice. This article examines the experiences of four librarians who 
adopted a marketing stance as they attempted to improve not only their practice 
but also their institutions services. The role of marketing in assisting the 
profession in defining a role for itself in today's information society is also 
examined. 
, TRENDS. 
128. NIMS (J.K.). Marketing library instruction services : changes and Trends. 
Reference Services Review. 27 (3) ; 1999 ; p. 249-53. 
The author describes contribution to a special issue devoted in part to 
a retrospective on 25 years of the Library Orientation and Exchange (LEOX) 
conferences. Marketing involves designing products based on user needs and 
wants. At the 13*^ annual LOEX conference in 1984, the application of marketing 
principles to library instruction programmes was investigated. He examines 
the role of marketing, promotional activities and public relations i library 
instructional services adn discusses reactions to using these techniques to 
improve instruction programme. 
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, UNIVERSITY. 
129. VENETT (Anthony J.). Technology Transfer for Industry and business through 
the University library. Special libraries. 72 (4) ; Oct, 1981 ; p. 44-50. 
The achieve of a technical information service that suppliers free assistance 
to business, industry and local governments is described in this paper. The 
key to its success is credited to the one-to-one contact between specialists 
and users and to the co-operation of Univt. faculty, library staff and federal 
and private sources in furnishing appropriate technical information. 
, YOUTH SERVICES. 
130. DIMICK (Barbara). Marketing Youth Services. Library Trends. 43 (3) ; 
1995 ; p. 463-77. 
The author examined that marketing orientation to service planning offers 
youth services professionals marketing techniques that are especially useful 
for designing effective programs, collections, and services. Market segmentation 
research is a valuable method for determining customer needs. The marketing 
miK- the four P's of product, place, price, and promotion - provides a useful 
framework for analyzing the effectiveness of the services of the library. Youth 
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services can have a strong positive effect on the library's position in the 
community, helping to build a loyal customer base and future library users. 
RESEARCH. 
131. MUELLER - ALEXANDER (Jeanette M.). Alternative Sources for Marketing 
Research for libraries. Special Libraries. 82 (3) ; 1991 ; p. 159-64. 
The author says that successful public relations should be part of an 
overall marketing plan. Developing a marketing plan takes time and effort 
Librarians, Seldom have the luxury of unlimited time and staffing to create 
a marketing plan or even to do a good survey. There are alternative sources 
for marketing research. This article discusses seven possible sources of marketing 
plans and other market research. 
, LIBRARY CENTRES. 
132. GALVIN (Carol K.) and KEISER (Barbie E.). fflarket - Driven Approach 
for the Library / Information Centre. FID News Bulletin. 44 (1) ; Jan, 1994 
; p. 5-11. 
This article addresses how any library or Information centre can begin 
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to take a market - driven approach to management. There are three basic 
steps to becoming market driven ; know thy market - the information needs 
assessment, know thyself - the information audit adn evaluate existing market 
opportunities based on core capabilities successful marketing programs are 
based on matching the abilities of an organization to the need of its market. 
Rather than marketing what the lib. centre currently offers, libraries and 
information centres must create a process for understanding the information 
needs, wants, and opinion of its clients, developing products adn services 
which satisfy those needs. 
133. PATNAIK (K.R.). Relevance of Marketing for Library and Information Centres. 
Herald of r.ibrary Science. 37 (3-4) ; Jul-Oct, 1998 ; p. 188-95. 
The author discusses the task of marketing in profit and nonprofit 
organizations and the deteriorising situation of libraries and infonnation centres. 
States basic marketing concepts and techniques analysis and research and 
explains market segmentation and user studies. Identifies various segments 
wi1h varying specific needs and those that can be tackled by designing a 
marketing programme. He emphasizes the application of various methods for 
developing a marketing strategy to be under taken by libraries. 
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, MARKET MODEL. 
134. ROWLANDS (D.G.). towards an Information market model. Aslib Proceedings. 
40 (1) ; Jan, 1988 ; p. 27-30. 
The author considers that the marketing of consumer products has developed 
into a sophisticated operation, largely in response to the maturation of markets 
adn the consequential increased competition. Those participants active in markets 
are constantly vying with each other for their share of the value added, and 
complex interaction between the different components of the market develop. 
The author explains the market for information, in contrast, is relatively 
undeveloped, and whilst information has some characteristics which differentiate 
it from conventional consumer products, there is nevertheless considerable 
similarity which allows an analogues model for the information market to 
be constructed. 
, MARKETING AUDIT. 
135. CELAM (LAURA). Marketing audit : Baseline for action. Library trends. 
43 (3) ; 1995 ; p. 326-48. 
The author considers that most librarians don't appreciate that the only 
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way for a service based organization to succeed is to have a clear understanding 
of what services are in demand by the users and non-users of the community. 
Customers not only appreciate, but challenge, providers who offer quality 
service. This article looks at the steps necessary to develop a solid base 
for planning, from the comprehensive community. Profile to the "perceived 
service quality", both from the point of view of customers and staff. Most 
managers do know something about their communities, but discovering what 
makes it "live" the way it does is one of the more exciting aspects of the 
marketing audit. The value of knowing who adn what is out there as well 
as what strengths adn weaknesses one's own agency and others have, will 
lay the groundwork for making decisions. Difficult questions regarding whether 
to focus on certain market niches where your strengths lie or whether to 
continue trying to serve everyone with the same level of adequacy become 
easier to consider. 
, MARKETING MEASURES, EVALUATION. 
136. ZACHERT (Martha Jane) and WILLIAMS (Robert V.). Marketing Measures 
for Information Services. Special Libraries. 77 (2) ; 1986 ; p. 61-70. 
The author explores the problem by analyzing and synthesizing ideas 
from the literature of marketing adn performance evaluation. They also identified 
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potentially useful approaches and quantifiable measures for market structure 
analysis, design, decision-making and marketing program evaluation. They 
identified the following reasons due to which it is difficult to evaluate marketing 
plans : lack of quantitative measures that are being widely used, and thereby 
tested and reported, Dearth of critical examination of the assumptions underlying 
those evaluation measures that are being tried. Many of these assumptions 
are researchable questions themselves, but one cannot expect busy practitioners 
to undertake this research, failure of special librarians to relate the measurable 
objectives and to carryout and report their audits in terms meaningful to 
top management. They said that marketing is planning that focuses on products, 
place or mode of delivery, adjustment of cost/price to the market, and promotion 
to specifically targeted segments of the special librarian's market. 
, MARKETING TECHNIQUES. 
137. BUSHING (Mary C). - library's product and excellence. Library Trends. 
43(3); 1995 ; P. 384-400. 
This paper states that the use of marketing techniques to identify 
appropriate products and to evaluate the effectiveness of these products 
can be helpful. Libraries have failed to adopt the use of marketing for three 
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reasons : a simple misunderstanding that equates marketing with the publicity 
and public relations function ; a lack of understanding of what marketing 
is and what it involves so that libraries fail to recognize many existing 
management and collection development operations as marketing components 
; and disagreement about the role of the client in determining the library's 
products and marketing mix. A modifying contract, that of a social-marketing 
orientation which tries to balance the immediate demands of patrons with 
the long-term needs of society, may help to address the 'good' versus 'right' 
product argument. Product excellence can be defined in a no. of ways including 
effectiveness, optimization of resources, and traditional library selection terms 
such as quality, timeliness, accuracy, completeness and availability. The 
utilization of marketing theory and techniques improves the library's position 
and helps to assure that the lib. wanted and valued by a client group. 
, MARKETING TOOLS. 
138. BLAMISA (Y.G.). Marketing tools for information services in corporation 
: a new age for users/customers excellent service. International Forum on 
Information and Documentation. 22 (4) ; 1997 ; p. 15-19. 
The author considers the rate of info, services in companies that fully 
integrate an info, strategy with their business strategy in order to improve 
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their business strategy in order to improve their competitive advantage. Notes 
the characteristics of Customers and users of business information resource 
in companies and formulates a strategy for information service change to 
enable this new vision of information services provision to be realized. He 
pays Particular attention to 4 areas : Capable information system and processes 
: Capable info, system professionals ; information culture and information 
communication. 
, MULTIMEDIA. 
139. FOSTER (A). Welcome to the Real world. Information World Review. (122) 
; Feb, 1997 ; p. 12. 
The author reviews that the electronic information market is increasingly 
complex. Through a decade of technical change it has developed beyond the 
chain of end-users, information intermediaries online hosts, and database 
produces/publishers, Electronic information services have been changed by 
high street products such as multimedia CD-ROMs and Internet - delivered 
information. Without ownership of the intellectual property, electronic information 
services will be in a weak position. Bill Gates has been keen to buy the 
rights to much of the world's image data. Any services operators has to 
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by able to get and retain customers. Well established online service have 
loyal customer bases and mechanisms and infrastructures for serving them. 
However, if they exhibit dinosaur - like characteristics and poor pricing 
policies they will lose to more innovative competitors. 
, INFORMATION SERVICE. 
140. CHAKARABORTY (Arun Kumar). Multimedia Information Transfer and 
Marketing of Information services. ThirteenUNational Seminar of lASLIC. 
(Calcutta) (198^. p. 113-29. 
The author found that communication media play a vital role in 
transferring information from one point another. Innovations in 
communications media have continuously tried to bridge the gap of distance 
and time. He said libraries and information center and being flooded with 
variety of records of information and they ate calling for different varieties 
of techniques and methods for collection, organization, and dissemination. 
In order to effectively disseminate. In order to effectively disseminate, selection 
of a media for information service is found to be important and marketing 
methods and techniques help us in findings right channel for the right infomiation 
transfer. 
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, NETWORK, BRITISH COUNCIL LIBRARY, INDIA. 
14L BHAT (M.Ishwara). Marketing of library and information services at British 
council library network in India. DESIDOC Bulletin of Information technology. 
18 (3) ; May , 1998 ; p. 29-33. 
This paper outlines the marketing approaches used in the British Council 
Library network in India. The market analysis is done in order to get a profile 
of the customers in these libraries. Excellent customers relations are maintained 
by delivering quality service. Customer interaction is a continuous process 
and this is ensured by conscious listening to the customers, meet the members 
programmes, questionnaires, surveys and suggestion boxes. The libraries use 
promotional techniques such as mailshots, distribution of publicity material, 
publicity through press and advertising in order to increase the customer base. 
Extension activity such as lectures and seminars attract the target customers 
to the library apart from furthering the social cause. Professional marketing 
techniques have been of great help in the success of British Council and 
British library network in India. Customer care continues to be the main 
method of retaining the customers and it fetches new customers too by world 
of mouth publicity. At the same time, library staff have developed the proactive 
marketing skills too which help in market penetration. Quality service coupled 
with customers touch goes a long way in the continuous evolution of lib. 
(187) 
BIBLIOGRAPHY 
Service in tune with the customer's requirement. 
, INDUSTRIAL MANAGEMENT. 
142. EDWARDS (J.R.). Developing an inforrnation Network for an industrial 
marketing organization. Asiib Proceedings. 32 (1); Jan, 1980 ; p. 18-25. 
The paper reviews the requirements in terms of information systems 
that are put onto a company when it changes from a traditional field sales 
day-to-day management orientation to a marketing orientation aligned with 
a new environment of planning and delegated decision - making. This will 
be looked at from the viewpoint of marketing management in particular, rather 
than from the information officer's position within industry there is a great 
requirement for marking - oriented information managers and too many data 
processing managers like that rather than those information officers who build 
ivory towers. The message of the author in this paper is that there does 
appear to be a considerable shortage of this type of person.' 
, NICNET. 
143. TEJOMURTY (A.) and BOSE (Kaushik). Software, products and Management 
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support in Information Network in India. International Information 
Communication and Education. 13 (1) ; MAR , 1994 ; p. 56-65. 
The article refers to the development of data transmission network and 
India's late entry into it. States the existing network developed in India. Describes 
NICNET and its communication software. Mentions the objectives and working 
of other network like INDONET, RAEMN, INET, ERNET, SIRNET, BTNET, 
INFLIBNET, CALIBNET, DELNET, Describes the software used in networks, 
network architecture and network management. 
, NEW TECHNOLOGY. 
144. CRONIN (Blaise). New Technology and marketing the challenge for librarians. 
Aslib Proceedings. 34(1) ; Sept, 1982 ; p. 377-93. 
In this paper the author saying that in this market there is no shortage 
of information : predigested material flows downwards and laterally and 
operational data grow in never ending service. Users and potential users abound, 
for information and data are essential to the service's activities patient-care, 
training and education, research planning and management. The wholesalers, 
the middlemen and the customers are all present in this market, but the analogy 
breaks down with the realization that there is a dearth of packaging department. 
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salesmen and retail outlets. Libraries must be seen to provide a useful 
service in on electronic information age. They must not only become 
knowledgeable about information technologies they must actively promote 
their function in providing information. In order to do this, they may have 
to abandon their rooms full of books. They will need to work along with 
data processing departments and the public at large in the business of providing 
useful information. 
, NON-PROFIT MARKETING, LIBRARY'S FUTURE. 
145. CONDOUS (Crystal). Non Profit marketing - Libraries futures, Aslib 
Proceedings. 35(10) ; Oct, 1983 ; p. 407-17. 
In this paper emphasis is given to discuss marketing requirement and 
planning to promote marketing of library products. The components of a good 
marketing strategy include not only a promotional campaign but also product 
analysis, the development of appropriate out lets for the products, and an 
effective pricing structure. These mix components are reviewed with an emphasis 
on the most neglected area, product analysis, libraries care products are examined 
and the appropriateness of the products life-cycle concept is discussed. The 
article suggests that a change in attitude to marketing may help libraries to 
improve their image and to attract users. Through careful analysis, planning 
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and implementation of marketing the survival of libraries may be less doubtful 
in a rapidly changing technological world 
, NON PROFIT ORGANIZATION, A CASE STUDY. 
146. MALONEY (James. J.). Breaking the mold; a case study for non-profit 
organizations m the selection of new market : Proceeding. Fourth National 
Online Meeting (New York) (1983);p 349-57. 
The author considers about a study conducted by the Bibliographic 
Centre for research, Inc (BCR) Denver, which focussed on the potential maiket 
foi the portion of BCR's product concerning access to online reference database 
m ihe for-profit sector of the economy, although its actual maiket till date 
has been the library and information centres of the not-for- profit sectoi 
He has reviewed the four elements of marketing strategy and has given and 
its importance for libraries. 
, ON-LINE. 
147. BLACK (P.). Sifting for the Professional Market. Information Today 14(6) 
, 1997 , p 16-7 
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The author describe that Sift PLC was established in Dec. 1996 by 
Andrew Gray, the former European general manager of CompuServe. Sift 
caters for the professional market with a planned series of information products 
targeted at specific industry sectors. First of these is aimed at accountants 
and small and medium sized business with a mix of news, feeds, database, 
discussion groups and links to relevant web sources. Discusses the online 
market in general and Compuserver's share of it. Among the information 
offering data via. sift are company specialists ICC and Infocheck newswire 
provider Clarinet ; and knight Ridder which is providing the whole of Datastar 
web. Describes the sift service and pricing plans. 
148. BFLASLEY (Esci.). Vertical Marketing : Implementing growth in the on-line 
information services industry : Proceeding, Seventh National Online meeting 
(NewYork) (1986) ; p. 37-42. 
The author has examined the challenge of marketing online information 
services with respect to major bibliographic services. Horizontal marketing 
has provided a mean of exploring marketing opportunities in online services 
because of the differing demands of users. But the concept of vertical marketing 
has advantages in identifying/reaching new markets. Has discussed also : 
Key features of the online business information product, selling and support 
of business databases, promoting the online Industry and the applications 
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environment. 
149. FORREST (Vicki). Online service Pricing and expendeture. Aslib Proceedings. 
42(5); May, 1990 ; p. 147-51. 
The author says that the financial aspects of online services are becoming 
increasingly important, with pricing debates occurring at two levels ; that 
of the intermediary and that of the online host. Information on spending patterns 
can provide a useful contribution at either level ; this is illustrated by recently 
- obtained data concerning the expenditure of selection groups of UK online 
using institutions. Figures for the amounts spent by public and academic libraries 
reflect their role as intermediaries, Conducting client-specific searcher. There 
are generally priced in relation to expenditure, as libraries attempt to recover 
at least some of their costs. As regards the hosts, there is a need for more 
detailed research into the possible effects of price. Variations upon demand. 
This is an area in which figures for spending could prove extremely valuable, 
if used, on a long term basis, to investigate the interaction between price 
changes and expenditure trends. 
150. M C D O N A L D (Robert H.). Football and URLS : Marketing year library 
and its online presence. Computers in Libraries. 20 (8); Sep, 200 ; p. 
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45-48. 
The author states that Ubraries face growing competition from commercial 
Internet Communities as the first place to go for information, In an age where 
dot-coms are known more for their .advertising companies than their content, 
libraries must market themselves as only content - conscious information solution. 
To make the Auburn Univt. libraries more visible to our users, we undertask 
a series of promotional events. One central focus included marketing the 
lib. at demonstration table before Auburn Univt. home football games. We 
utilized a power point presentation along with innovative marketing merchandise, 
embossed with the libraries' log and URL, to draw hundreds of people and 
make them more eager to find out about the libraries' services. 
151. QUINT (B.). Qunits Online : Head up/ Information Today. 10(8) ; Sep , 
p. 11-3. 
The author explains that while the Internet, prodigy, Compurserve, 
America Online, Faxback data services and other burgreoning end user 
phenomena have opened up new markets to vendors, they may have made 
professional searchers aware of opportunities outside traditional channels. He 
discussed the low price of using the public Telecomputing Network with 
ASC II or Postscript format. End user services tend to provide more document 
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oriented products. The author discusses searching of index to legal and fulltext 
trade de press. 
ABSTRACT. 
, ABSTRACTS, CAMBRIDGE SCIENTIFiC 
152. PAGELL (R.A.). First Asian Information meeting deemed a huge success. 
Information Today. 12 (11) ; Dec, 1995 •; p. 24. 
The author describes, briefly, the products including Environmental 
Route Net with a web based interface from Cambridge Scientific Abstracts 
and the sessions including global business intelligence ; strategic use the 
Internet ; resources evaluation ; how to market information products in ASIA 
; business information ; the database industry; virtual learning ; CD-ROM 
and multimedia ; intrenet activities ; Library automation and networks ; 
information systems ; management and use ; information needs and use ; 
policies and issues for the information society ; and online services ; looking 
to the future. 
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, ADVERTISEMENT. 
153. HAWKINS (Donald T.). Electronic Advertising on online Information Systems 
Online. 18 (2) ; Mar, 1994 ; p. 16-25. 
The author says that the purpose of advertising is to present facts or 
information about a product and thereby induce a purchase, It is an integral 
part of the merchandising or shopping, process. Advertisements can be targeted 
to a particular section of the menu. Prodigy views its online shopping service 
as analogous to a shopping mall. Total electronic mall sales are about $ 
100 million annually Advertising and marketing through the internet requires 
a different perspective on selling. Electronic advertising will not disappear. 
It is an interesting use of online information systems, and we can expect 
to see its use increase, especially as users become accustomed to it. 
, ADVERTISING SITES. 
154. GORDEN (R.S.). Web Watch. Library Journal. 124 (4); Mar, 1999 ; p. 30. 
This article considers about the libraries providing public Internet of 
coQiputer access often instruct and provide technical support to their more 
inexperienced Users. Its Reviews Web sites which include online tutorials 
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and guided to help newer users and to assist librarians in teaching class and 
pointing users towards online resources ; He reviews in some detail the 
following three sites : Web Teacher Tutorial (http : // www. webteacher. 
Org; ZDnet Start Out Right guide (htpp://www. zdnet.com/zdheIp/holiday/ 
index.html); and PC world online (htpp://www.pcworld.com.) He also notes 
16 alternatives sites. 
, BROKERAGE SERVICE. 
155. JENLINGS (R.A.). Reaching the Business end - user; Proceedings. Ninth 
International Online Informational meeting (London) (1985) ; p. 255-64. 
The author examines the problems of launching an online information 
brokerage service on a commercial basis in Yorkshire and Humberside. The 
marketing strategy for the service is evaluated with reference to the classical 
framework of marketing : Products Price place and Promotion Described the 
importance of marketing/selling of library and information services and explained 
how community information service worked as market strategy. Suggested 
measures to promote marketing of library and information science profession 
to project its image and claim respect from society. 
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, BRS, DIALOG. 
156. SM[TK (Stephen. C). Online current-events retrieval services ; developments 
and trends. Library Hi tech. 1 (4) ; Sep., 1984 ; p. 59-64. 
Has summarized new developments in online current events retrieval 
sei-vices during the year before BRS and DIALOG have segmented their products 
to include separate, less expensive access to indexing of current events topic. 
The withdrawal of NYTIS left the marketing of its databases to Mead Data 
central's NEXIS system. Additional databases have been introduced to center 
to specialized audiences and markets. 
, CONFERENCE, NEW YORK. 
157. HOFFMAN (D.). Sixteenth annual NOM/IOLS 95 : info, pros take Manhattan. 
Information Today. 12 (6) ; Jun, 1995 ; p. 10. 
This article shows the report from the 16th annual National Online 
Meeting, 2-4 May 95, New York. Information Products relating to corporate 
and market information dominated. Pure technology was death with in the 
context of business applications. Recurrent themes of the conference included 
the global out reach of information products and services, questions of access, 
quality, stability, control and commercial use of information. Much attention 
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was received by the Internet, the world wide web, friendly search engines, 
GUIs and CD-ROMs. 
, DATABASES. 
158. JACSO (Peter). Know when to hold em, know when to fold' em.Computers 
in Libraries. 19 (3); Mar, 1999 ; p. 38-42. 
In this articles the author discusses that librarians are facing the question 
when to provide CD-ROM access and when to provide online access to databases 
for their patrons. A good decade ago, when CD-ROMs really burst onto the 
scene, these people had the some dilemma. However this time the question 
has a very different angle. The migration is moving back towards online-
free or inexpensive online services available 24 hours a day, 7 days a week 
with far less strain on the libraries' technical personnel and financial resources, 
the hottest challenge for systems administration these days is to know when 
to hold 'em' know when to fold' 'em, know when to walk away when to 
run. 
159. O'LEARY (Mick). Stand-alone Online sources : The challenge of the Niche 
Database. Online ; 15 (6); Nov, 1991 ; p. 56-60. 
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The author says that searchers who are responsible for researching and 
industry sector may want to investigate the availability and value of its niche 
databases and online systems. The larger industry sector publishers like Best 
now often distribute data on several electronic media. End users are becoming 
more Sophisticated in the use of electronic information including their own" 
online databases. They are no longer passive recipients of search result obtained 
by intermedia. Online researcher needs instead to work with them as partners, 
with each side having its own expertise and its own database and search 
skills. Niche system are limited to specific subjects. Even the most online 
literate end-user will still need help doing complex researcher in in familiar 
subjects and database. Searchers must understand what nice system have already 
done for their clients, in order to know what more can be done. 
160. DRMEROD (P.). Marketing of Online database to end users ; Proceeding. 
Ninth International Online Information meeting. (London) (1995) ; p. 381-
91. 
The author has examinely the three main areas of influence over the 
relationship between the online business database industry and users : end 
user characteristics, database characteristics and marketing strategies has discussed 
also : Key features of the online business information products, selling and 
support of business database. Promoting the online industry and the applications 
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environment. A librarian will have to evaluate a book before purchasing keeping 
in view the characteristics of the society and not according top his own personal 
judgement. 
, CD-ROM. 
161. BERTHA (Eva). Comparison of Pricing structures of Information on Various 
Electronic Media. FID news Bulletin. 47(6) ; Jun , 1997 ; p. 175-9. 
This article describes that today information products are available on 
various electronic Media. Choice include traditional online hosts, database 
on CD-ROM or locally mounted and the Internet with its numerous information 
resources. This paper describes the pricing structure of the different electronic 
options together with the technical and personal requirements to run an 
information service. Also the characteristics of such information system 
concerning user training and the availability of the service are dealt with. 
Finally a discussion of the pros and cons will enable an information manager 
to make cost effective decisions. 
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, EBSCOHOST SERVICE. 
162. O'LEARY (M.). EBS COHOST 2.0 enriches search power. Information Today. 
15 (6); Jun, 1998 ; p. 19. 
This article looks at the overall market strategy of EBSCO publishing's 
Online EBSCO host service. EBSCO has used a 'second wave' approach 
that enables it to access the viability of competitors' products prior to introducing 
its own version. The company's aggressive pricing structure and targeting 
of consortia customers have positioned it favorably among competitors with 
larger market histories. The introduction of EDS cohost 2.0 further distinguishes 
EBSCO form most of the competition by incorporating relevance searching, 
as well as a number of interface improvements. The system is highly intuitive 
to being with, and the new enhancements make it an excellent choice for 
experts and end users alike. 
, INTERNET. 
163. MICHAELS (J.). In Focus at fall '95 Internet world : growth, competition 
and opportunity.Information Today. 12 (11); Dec, 1995 ; p. 56. 
The author describes the reports from the internet world shows, Boston, 
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30 Oct-2 Nov. 95. Many exhibitors offered supporting technologies such as 
Internet. Firewalls, Software development tools for publishing and audit software 
for website owners. Since various sectors of the electronic information world 
are considering electronic copyright management, IBM and AT & T are moving 
aggressively into online information services and companies such as Oracle 
are developing products, it seams Unlikely that Microsoft will dominate in 
the next 10 years. Diseases copyright management and the New Electronic 
Rights Management Group which is a developing interpretability so that 
secure containers and various payrnents or electronic right clearing houses 
can work with one another ; IBM'S information for secure marketing of 
intellectual property on the Internet. The centerpiece of which is an integrated 
secure payment and rights management capability coupled with advanced 
encryption technology to create 'Cryptolopes', AT & T's online ambitions; 
Sun's Java and Oracle's Websystem ; and predictions for the future. 
, KNIGHT RIDDER. 
164. PEMBERTON (J.K.). Conversation with KRI's Jeffery S. Gait. Online. 
21 (2) ; Mar, 1997 ; p. 28-30. 
In this article the author describes the interview with Jeff . S. Gait. 
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who was named President of Knight Ridder Information Services in Oct. 
1996. It covers : DIALOG'S changing business model plans for DIALOG 
web and for Ongoing web based developments, the role of advertising, a 
new services model, delivery of audio video, the role of Datastar and CARL, 
pricing using DIALOG search facilities for searching the web, changes in 
the product mix the company's long term profitability, and the emerging 
knowledge worker market. 
, USERS. 
165. COTTON (P.). ' ' Evolving user : Proceedings. Tenth international Online 
Information meeting (London) (1986) ; p. 169-74. 
The author has argued that the majority of online users are intermediaries. 
The development of each users and the relationship between end user and 
the intermediary will be complex and the world will not divide neatly into 
end users and professional intermediaries. Rather, the 'amateur intermediary' 
will be important. The information professional will become less of a 'Searcher' 
and more of a manager. A library will have to maintain its existence keeping 
in view the characteristics of the contemporary societies and the prevailing 
economic situation. 
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, VENDORS. 
166. QUINT (B). Holdouts and other sneaky vendor tactics : no one profit when 
providers keep searching from finding information. Information Today. 15(9); 
Oct, 1998 ; p. 8-10. 
The author discusses the good and bad motives for the practice by 
online vendors of 'holding out' i.e. concealing from some web users save 
time and create more precise retrieval but is user search features provided 
for others. This can save time and create more precise retrieval but is 
Unacceptable when it eliminations the effective of searches. Such practices 
are not in the vendor's interests as professional searches will be aware of 
what is happening and end users will calculate their spending and desert 
the provider. The author explains how gaps in the coverage of a given database 
from the same producer may vary with different search services, especially 
where there have been industry mergers. The author suggests that since vendors 
cannot advertise the advantages of holdouts to benefiting outlets without 
antagonizing the excluded users, they should design products to perform new 
tasks. 
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, ONLINE PRODUCTS. 
167. BRIDGES (Peggy Bass) and MORGAN (Suzette). Fitting the pieces together 
: Developing Better service for End users. Computer in Libraries. 20(3); Mar 
, 2000 ; p. 26-3L 
The author assumes that by embracing change in technology and becoming 
productive in the information delivery process, we had the opportunity to 
reposition our library is more than subscribing to online products and dispensing 
passwords, the web has dramatically changed not only our users options's 
for information access, but their expectations as well marketing has become 
our driving force in facilitating access to information and engaging end users 
in the research process. We have learned that reinventing our library is more 
than subscribing to online products and dispensing passwords. It is a process 
of expanding our skills to become designer, writers, public speaker trainers, 
and marketers. It's a process of learning communication methods that match 
a virtual world. As end users become our partners, We must recognize the 
inherent gaps in the information exchange process and view them as oppoitunities 
to add more pieces to the information retrieval puzzle. 
168. CURLE (D.). There's no value if it's not relevant Online informaiton pricing 
will make sense when online products do. Information Today. 15 (8) ; Sep., 
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1998 ; p. 10. 
The author explain that while online pricing models are being 
consolidated, inconsistencies and restrictions in contracts leave buyers doubting 
whether they are choosing the best products. He analyses current forces of 
change : Competitive pressures, buyer's access to information and targeted 
products. The author explains how outsell Inc.'s taxonomy of pricing terms 
identifies the elements of pricing plans for any given products and a structure 
for making comparisons. The article outlines what vendor's must do to tailor 
content and interface to market segments and what buyers must do to secure 
services and pricing that are acceptable. 
, ONLINE SERVICES. 
169. BAYER (Bernard). Embolic relationship of batch and online services 
; Proceedings.National online Meeting (New York) (1984) ; p. 9-14. 
The author has observed that both batch and online searching can support 
one another in the same information services organization. The batch search 
is an in-house system with Uniterm searching through four years of information. 
Only tittle terms, descriptors are printed on a third of the cost of the search 
done online through the whole education file, where abstract and other access 
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points can also be searched. The batch search often becomes a browsing 
tool for the user and a marketing tool for the information centre that provides 
the search services. 
170. GUTIERREZ (G.). Market development for online services : Proceedings. 
National Online Meeting. (New York) (1987) ; p. 43-54. 
This article describe the market development from the perspective of 
a publisher/information provider and attempted to explain why current online 
products have not, despite tremendous capital outlay, yet achieved satisfactory 
returns but have provided the necessary building blocks towards future products. 
Says that the newly emerging content industry, which includes the publishing 
industry, broad cast media and the computer based entertainment industry, 
focuses on the special requirement of providing information from these sources. 
171. HENDERSON (Helen. L.) and LEANCY (Chris C) . Future of onHne 
in Europ . Online. 11 (1) ; Jan, 1987 ; p. 51-2. 
The author has observed that with the going of EURONET replaced 
by bilateral agreements between PTTS. several factors are likely to affect 
the future of online including de-regulation of telecommunication authorities. 
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lADN, withdraw of governments subsidies and the European Economics Chmate. 
She has noted developments of value-added network and the CD-ROM. 
172. LEVISON (A.). Consumer online services : making the transition from computer 
hobby to serious business. Online . 19 (4) ; July/Aug., 1995 ; p. 14-21. 
In this article the author traces the development of the 3 main USA 
consumer Online services : these services are CompuServe, Prodigy and America 
Online. In this article the author highlights price wars, the more to offering 
products from 3rd party vendors, and improvements to the user interfaces. 
The services began with distinct strategies and target audiences but have 
increasingly converged. Today they are facing fierce new competition with 
other services. 
173. POYNDER (R.). Market whose time is still to come. Information Today. 
15 (5) ; May, 1998 ; p. 21-5. 
The article reviews the market for online services in Eastern Europe. 
It is hard to sell online info, in many parts of the former soviet Union and 
although other countries have offered some success to e.g. the Diary corporation 
they represent only a vary small part of its clientele. The decentralized which 
followed the collapse of the old regimes, poor telecommunications and lack 
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of hard currency present problems in many, though not all countries. Comments 
by experts from several countries as well as Western vendors illustrates the 
widely varying situation for online services across th area. An emerging trend 
is the enthusiasm for the internet which is seen as a source of free services. 
174. RAITT (David I.). Marketing and Promotion of Online services for 
intermediaries : Proceedings. Fourth International online Information Meeting 
(London) (1980) ; p. 265-74. 
The author has discussed what marketing is : information as a saleable 
commodity : necessity for and construction of the marketing plan ; finding 
and defining users and their needs ; product or service creation, development, 
packaging and delivery ; communication mechanism of advertising, promotions, 
public relations, and personal selling, and building and image. Emphasis is 
given to discuss marketing and promotion of online services for intermediaries. 
175. SMITH (Patricia K.). Marketing online Services. Online. 4 (1) ; Jan, 1980 
; p. 60-2. 
This article emphasizes that the online services manager must understand 
what makes the product unique to the market and how to promote this 
Uniqueness. It gives an analysis of the product, online services, and the market 
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for online. The three kinds of market, as defined by job need, are orientations 
toward research, technology/mission and public / business decision - maker. 
Promotion of on-line should stress its benefits relative to those of other services. 
It is strategically dangerous to promise more than service can deliver as this 
will result in dissatisfied customers. 
176. SMITH (Patricia K.). Marketing Online Services, part 2. Online. 4 (2) ; 
Apr., 1980 ; p. 68- 9. 
The author says that promoting the service is only 1/2 of the marketing 
strategy. Marketing is also concerned with the product itself and perception 
of it. Chances of repeat sales of online information services are encouraged 
by concern to satisfy user needs ; demonstration of competing information 
services and complete knowledge of on-line ; personal user experience ; 
demonstration of trustworthiness. Good product design for search session results 
is important. This product design should be strongly influenced by users. 
Price and quality of On-line services are closely related ; experiments with 
product variations can avoid costly mistakes. 
177. WAVER (M). " Globalization of on-line service : the on-line services : 
the on-line searcher as facilitators. Managing Information. 3 (11) ; Nov , 1996 
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; p. 32-3 
The author says that database publishers are proud of their international 
markets but it is often international markets but it is often hard for them 
to obtain the local information that they need. The further for the markets 
lies in a collaboration between database publishers and their local users. In 
the past on-line searchers have seen their role as intermediaries between the 
databases and their clients but the role of the intermarry is changing to that 
of facilitator, helping customers or users get access to quality local information 
by helping publishers build good international database and by marketing 
and promoting them. 
, AOL. 
178. HANE (P.). AOL discontinues commercial development of PLS : Thunder 
stone Software sees a marketing opportunity, offers an alternative. Information 
Today. 15 (9) ; Oct, 1989 ; p. 2-3. 
Following the acquisition by America On-line Inc (AOL) of the text 
search software products personal library Software (PLS), reported in Information 
Today in Hungary 1998, searches showed that by August PLS users were 
not being adequately supported. This was remedied to some expert by September 
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but AOL is not guaranteeing upgrades for all PLS products. Describes on 
alternative for PLS users from thin stone Software which is offering a PLS 
migration and support programme. Gives an account of Thunderstone, a 
privately held California Corporation that has been providing management 
and retrieval software since 1981 and of its products which are licensed to 
corporations, government agencies, On-line services providers and Internet 
publishers. 
, LATIN AMERICA. 
179. GREEN - MALONEY (N.). ' development of on-line information in Latin 
America: a perspective ; Proceedings, ,Ninth International On-line infon-natioi)^ 
Meeting (London) (1985); p. 121-30. 
Green Maloney The author review the current status of on-line access 
through Latin America with an outline of trends over the last ten years has 
identified ; major economic issue, principal user markets, training of major 
vendors, recent advertisement is the development of regional and national 
on-line industries. Has reviewed the activities of DIALOG in Latin America. 
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, OPERATIONAL MECHANISM 
180. JIPI^NG (Jing.). Operational mechanism and Administration made of 
the information market. FID NEWS BULLETIN. 44 (1), Jan, 1994 ; p.l2-
5. 
This article will concentrate on the problems of the operational mechanism 
and the administration mode of the information market. With the development 
of the Commodity economy and the boom of the information industry, the 
information market has been well and truly initiated. The study of information 
market theory will be a useful guide in practice. Discusses supply and demand 
Mechanism, the risk mechanism, Stimulating Mechanism etc. To manage the 
information market, the administration does not only carry out national policies 
and laws, but also promotes the healthy and steady development of the 
information market by flexibly using various approaches and the market 
mechanism. 
, PLANNING. 
181. BATCHELOR (B.). Marketing Planning with a difference. Managing 
Information. 4 (7) ; Jul/Aug, 1997 ; p. 31-2. 
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The author describes that Marketing is about changing in response to 
the real world the one in which customers live and in which competition 
for their business takes place. Discusses 3 aspects of marketing practice that 
may stimulate some different approaches to marketing planning among the 
information community relationship marketing, business development and 
management of a portfolio of services. 
, POLTICAL ENVIRONMENT. 
182. HAMON (Peter G.). Marketing and the Political environment. Library Trends. 
43 (3) ; 1995 ; p. 431-49. 
This article discusses the nature and function of various political processes 
which affect resource allocation to libraries and explores how to analyze these 
processes accurately. It discusses the marketing to library "Products" through 
supplementing traditional measures of iaput and output with considerations 
of impact and by seeking of adapt and express library products in terms of 
the cognitive Universes of decision market. Finally the article offers a selection 
of practical strategies intended to assist the individual librarian to maximize 
the probability of success in political processes. 
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, PROFESSIONALS. 
183. PETERS (R.E.). Information Partnerships ; marketing opportunities for 
information professionals. Information Outlook. 1, (3) ; Mar., 1997 ; p. 14-
16. 
The author says that information is dynamic, expensive and continually 
being reconfigured and repackaged. Survival in the corporate environment 
demands that information professionals reinvent partnerships and reposition 
themselves to take advantage of these new marketing opportunities. Identifies 
4 areas on which information professionals may capitalise for the transformation 
of the information resource function; information anxiety ; intellectual capital 
and knowledge management ; the information resource audit ; and virtual 
information network. Effective use of these tools can provide information 
professionals with the key to personals and professional competitive advantage. 
184. SHAPIRO (Stanley J.). Marketing and the information professional ; odd 
couple or meaningful relationship. Special Libraries. 71 (11) ; Nov , 1980 
; p. 469-74. 
In this article the author review that what has been learned from past 
efforts to utilize marketing techniques in the not-for-profit sector. Marketing 
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is Presented as an attitude, as an approach ; and as a set of relevant tools, 
techniques and concepts. The author emphasis to make recommendation for 
the developing the marketing plans for developing the marketing plans for 
every products market segment being served. The article suggests that librarians 
also be trained as corporate information officers. 
, PUBLISHING. 
185. WOOD (C) . MARKETING Scholarly publishing ; monograph as lite beer. 
Journal of Scholarly Publishing. 28 (4) ; Jul, 1997 ; p. 218-21. 
The author says that publishing marketing staff hare traditionally come 
from sales or promotion in publishing houses. Recently some presses hare. 
Brought in marketing staff from other industries in pursuit of greater profitability. 
Presses would do better by sending current staff for specialized training rather 
than expecting other professionals to make the transition from consumer product 
marketing. Press staff can build on their experience with fresh exposure to 
marketing principles from a non publishing perspective. 
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, SATELLITE COMMUNICATION. 
186. FJALLBRANT (Nancy.). Document delivery by satellite communication. 
International Information. Communication and Education. 7 (1) ; Mar , 1988 
; p. 5-16. 
This article states the factors affecting speed of interlending document 
delivery and the operators of information retrieval system. Describes the methods 
of the electronic transmission of textual and graphic information. It explains 
satellite communication system and its features. Describes full text document 
transmission by facsimile and satellite ; satellite transmission is exemplified 
by APOLO communication system. It includes that the combination of computers 
and tele communication links will provide the infrastructure for the information 
society of the future. 
, SECONDARY INFORMATION SYSTEM. 
187. NEVEELD (M. Lynn) and MARTHA (Cornog). Secondary information system 
and services : ARIST. Knowledge Industry Publications. 18 ; 1983 ; p. 125-
83. 
The author has defined secondary information systems and services 
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and explained their changing scope/growth. Discussed the possible relation 
between declining print subscriptions and increasing online use, prices, the 
future of abstracting & Indexing services, marketing to new user groups, 
new products, co-operation between producers their publishers and libraries 
and proprietary rights. 
, SERVICES, APPROACH. 
188. GHOSK (S.B.). Marketing Approach to STI services and Products at National 
level - some policy Issues. ThirteentkNational Seminar of lASLIC (Calcutta). 
(1988) ; p. 17-27. 
The author said that recognition of information as a resource and 
eventually as a commodity is a fairly recent development which leads to 
the application of marketing concept in this area also. The information as 
input requires effective marketing for designing and its proper use. Discusses 
hov/ various concept of marketing can be applied in this field and also a 
few issues in relation to pricing in the national context are discussed. 
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, AND PRODUCTS, GUIDELINES. 
189. SEETHARAMA (S.). Guidelines for marketing of Information Services and 
Products. Thirteenth National Seminar of lASLIC. (Calcutta) (1988);p.l-16. 
The author gives some guidelines for marketing information services 
and products in the form of three Steps-Planning, implementation and evaluation. 
Planning, in its own tern, is composed on 6 steps-market segmentation, products, 
promotions, distribution, pricing and evaluation also concluded with a plea 
that library school should emphasis on marketing aspects in their academic 
programmes. 
, SOFTWARE, INDIA. 
190. RAGHURAMAN (V). Progression of Application Software m India. DESIDOC 
Bulletin of Information Technology. , 20 (1, 2) ; Jan. & Mar, 2000 ; p. 
37-51. 
This article state that growth in Information Technology in the past 
decade has changed the scenario worldwide and there is hardly any activity, 
that has not been affected by IT. It finds use in areas like, home, business, 
public sector, financial services, defence, etc. A no. of IT applications for 
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the paper. Several Indian Companies have come forward to provide IT solution 
for the Indian Defence. By elaborating with Indian Software Companies, the 
Indian defence can give several advantage without jeopardizing its security, 
by taking appropriate security measures. This, in true, will help and encourage 
the India software companies to become global players. 
, STRATEGIES. 
191. MCCLEARY (H). Filtered information services ; a revolutionary new product 
or a new marketing strategy ? Online. 12 (2) ; Mar, 19^8 ; p. 52-4. 
In this article the author tries to describe the major software packages 
available, such as Desktop Data's News EDGE, individual Inc's First ! and 
Heads up. Mainstream's Netcast and Sandpoint Corporation's Hoovers, The 
information sources covered, the filtering techniques used, their relationship 
with SDI services, their marketing and relationship with information centre 
services. It examines questions to be taken into account when considering 
such services. 
(221) 
BIBLIOGRAPHY 
, SOURCES. 
192. GIBSON (P.). Financial Business data hit the web. Information Today. 14 
(7) ; Oct, 1997 ; p. 44. 
The author discusses about a guide to business and financial information 
sources available on the World Wide Web. Features capsule reviews for 5 
sites : Routers Business Briefing on the Company's Business Briefing service, 
FT Discovery for the Web, a source for international business news and data 
with focus on the corporate end-user ; Bloomberg Personal, a Web version 
of the print magazine which provides continuously updated world wide financial 
information ; Internet Securities, a start-up financial information provider which 
provides information on emerging markets ; and E* TRADE, as online stock 
brokerage offering real-time stock and option trading as well as timely news 
and market information. Includes one product source guide. 
, STRATEGIES. 
193. OWNES (G.S.). Library collections at century's end ; lessons form American 
Express. Journal of Library Administration. 24 (1/2) ; 1996 ; p. 19-33. 
The author explores 3 areas of marketing in which the failing company 
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American Express and its recovery strategies speak t to those in the library 
profession; cobranding, or offering a new products under 2 partnered yet 
entirely independent brand names; brand extensions or launching new products 
under a single company's existing, successful brand name ; and market 
segmentation, or tailoring products to meet the needs of an specially promising 
group of customers. He considers ways of applying these strategies to library 
collections. 
, EUROPEAN INFORMATION INDUSTRY. 
194. BAR WISE (T.P.). Possible means of stimulating investment in and improving 
the climate for the information industry ; Strategies for EEC. intervation in 
the European information industry and market, 1981-85. Aslib Proceedings. 
32 ; Jan, 1980 ; p. 41-55. 
The paper consider 3 sections, Section 1 raises four basis strategic 
questions which must be answered before one can formulate appropriate 
intervention Policies: What are the underlying objectives of intervention ; 
should the main stress be on developing the market or the industry ? Should 
the scope still be mainly limited to online information , or should it include 
all useful infoi-mation ? What should be the level of EEC intervention . Section 
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II suggest some of the arguments one might use in trying to answer then, 
in terms of the benefit and cost of alternative strategies. Section III concludes 
that answers before meaningful implementation plans can be developed. Answers 
to the questions can only be agreed through further debate and further study. 
Appendix A gives the author's views of the outlines of an appropriate strategy. 
Appendices B and C are notes on database opportunities and specific policy 
options for the EEC. At this stage, discussion of tactics should be limited 
to ensuring that any proposed strategy is tactically feasible. Detailed tactical 
planning should await the agreement of a strategy. 
, SUPERMARKETS. 
195. MOKAN (Vishwa). Information supermarkets in the contact of community 
information services. DESIDOC Bulletin of Information Technology. 19 (1). 
Jan, 1999 ; p. 39-43. 
The paper considers that community information (CI) is an Umbrella 
concept. It can be described as 'survival information ; hence the scope of 
CI will be proportionate to the numerous ways of CI will be proportionate 
to the numerous ways and means of survival of the members of the community. 
Three is a need for Controlling .and institutionalization of CI services. 
'Information Supermarkets' in the context of CI which could be called as 
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'C r supermarkets (CISMs). This would ensure the availability of CI at 'one 
stop" information supermarkets to suit the information seeking behaviour of 
the modem customers. The paper discusses the need for information supermarkets 
in general and the CISM in particular, describing the nature and scope of 
CI. It briefly presents the important features of CISMs. The author opines 
that, with the emergence of internet and intranets, the concept of CISM will 
be a reality in near feature. 
, SYSTEM . 
196. ROWLEY (J.). Marketing information system. Aslib Proceedings. 46 (7/8); 
Jul/Aug, 1994 ; p. 185-7. 
The author examines the changing role of marketing infonnation system. 
It identifies the type of questions to which marketing information system 
need to respond and range of types of marketing information system. The 
marketing mix should include product, price place, promotion system face 
a no. of challenges over the next few years in response to change in the 
marketing and information system environment. They and information system 
environment. They will need to handle more complex market analysis and 
to accommodate the challenge and selling such as teleshopping and direct 
marketing. 
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, INTERNET, TOLIMAC. 
197. RUMSEY (Sally) and SPOIDEN (Anna.). Evaluation of TOLIMAC : A 
secure library management system for controlling access to, and payment 
for, electronic information services. Journal of Librarianship and Information 
Science. 32 (2) ; Jun , 2000 ; p. 64-71. 
This article evaluates functions of Tolinac. Tolinac (Total library 
management concept) is an internet based system for providing controlled 
access to networked information resources, particularly electronic document 
delivery (EDD). The system based on smart cards and PINs (Personal 
Identification Number) encryption technology and an architecture is designed 
so that the library acts as an intermediary between the user and the document 
supplier, addresses three EDD problems areas facing libraries : Computer 
security with regard to open networks ; user authorization, and cost recovery. 
The prototype was evaluated by the Tolimac consortium at three libraries : 
University of survey ; and Univts. College Dublin (UCD); results form the 
first two sites only begin reported in this article. User based performance 
evaluation at ULB and survey was achieved using the performance measurement 
method, whereas Dublin used the SUMI (Software Usability Measurement 
Inventory.) Evaluation method. Overall reaction to the Tolmac system was 
positive and users through that the system was easy to use and were kappy 
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with the response time the smart card access. 
, TATA ENERGY RESEARCH INSTITUTE. 
198. SIDDIQUI (A.M.) and KAR (D.G.). Information : A pric£4 commodity'-TW^ 
ThirteertUational Seminar of lASLIC. (Calcutta) (1988) ; p. 103-6. 
The author finds out that Tata Energy Research Institute's Information 
system has introduced pricing for some of its services and information products 
to provide a high-level of services and to share cost. He discusses the details 
and demands of the publications and services for which fee is charged. 
Information production is a kind on intelligence - intensive action. Its outcome 
doesn't depend on what or how much it producers but rather whether the 
thought content is correct and profound. Therefore, the price of information 
cannot be solely valued by the time we have spent on it, the Criteria for 
determine the price of information is by looking at its social and economic 
benefits. 
, TOTAL QUALITY, MANAGEMENT. 
199. DIMATTIA (E.A.). Total quality management and servicing users through 
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remote access technology. Electronic Library. 11 (3); Jun, 1993 ; p. 187-
92. 
The author says that automated systems, data collection and transfer 
developments have opened information access without limitation on scope, 
time or place. Although the assurance of quality in products and services 
has long been a popular goal and an indelible segment of employment training, 
quality has been identified as a key ingredient for marketplace success. The 
author relates this concept of quality and total quality management to serving 
information users through remote access technology. The author also discusses 
personnel user communication and equipment supports etc. 
, TRENDS. 
200. GORCHELS (Licda M.). Trends in marketing services Library Trends. 43 
(3); 1995; p. 494-509. 
The author says that service marketing differs form product marketing 
due to the fact that services are intangible and typically require personal 
interaction with the customer. Yet an understanding of this type of marketing 
is important since service jobs generate 74 percent of gross domestic product. 
Even though many of the tactics of product marketing require only minor 
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adaptation to be applied to service the role of interpersonal lelationship 
distinguishes service and product marketing m strategic vision and organizational 
considerations This article explores some of the trends in service marketing 
as they relate to strategic vision, operational and organizational change, and 
marketing tactics. In terms of strategic vision, examples are piovided of 
companies that have successfully redefined their business as broader system 
of systems of services built on competitive core competencies It then goes 
on to describe the need for a market driven culture, the use of training and 
incentives in making the transition, the role of products management m enabling 
a cross functional prospective necessary for quality service to become a reality, 
and the significance of 'mood' or climate. Finally it presents comments on 
new service development, segmentation, database marketing, channels and 
advertising as these relate to marketing m the service sector 
201. HAWHING (D.T.). Growth trends m the electronic information services market 
part I. Online 17 (4) ; July, 1993 ; p. 98-100. 
This article considers some of the major trends contributing to growth 
m the information service marketplace covering electronic information service 
growth trends, database trends and computer/telecommunication trends The 
online industry will be shaped by telecommunications developments, improvement 
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in scanning and storage technologies, expansion of databases distribution option, 
a broader user base with new needs and changes in the dynamics of database 
distribution options, a broader user base with new needs and changes in the 
dynamics of database production. This article prevents statistics on us sale 
and revenues for external high speed modems and portable PCs. 
202. TRUDELL (Libby). Expending end user access meeting the marketing challenge. 
Proceedings. National Online Meeting (New York) (1987) ; p. 451-7. 
The author discusses the trends and changes observed in the customer 
community as the percentage of end user subscribers increased. Given an 
overview of the reasons for the failure of marketing efforts as online service, 
database producers and information intermediaries are struggling to develop 
successful techniques for expanding access to IR services end users. 
,FUTURE. 
203. NICHOLS (John V.). Using Further trends to inform planning/marketing. 
Library Trends. 43 (3) ; 1995 ; p. 349-66. 
This article explores the reasons for incorporating the identification 
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of future trends of librarianship into library planning and marketing efforts. 
It receives some key issues in the financial and technological areas and 
uses them to illustrate the way this information can affect planning decision. 
Two techniques of incorporating future trends into planning are discussed -
environmental scanning and alternative scenario building. 
, TRUTHS. 
204. CARROLL (DonicI). Library Marketing : Old and New Truths . Wilson 
Library Bulletin. 57 (1) ; Nov, 1982 ; p. 212-6. 
The author describes the old and new truth about library marketing. 
The old truths are : Library marketing being with the establishment of a 
marketing organization, it alerts management to user concerns and needs, it 
is best pursued by library professionals whose personality gifts permit them 
to interact easily with users. Libraries, by definition, must treat equally all 
qualified users. Sophisticated library users resent investigations into the nature 
of their wants and needs. Library measured by the quality of a libr's financial 
support. Marketing is expected to develop a foreable image for the lib. among 
its users and supporters. Library Budgets are designed to allocation resources 
and control cost. Lowlevel of compensations and Unequal professional status 
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are harsh reahties that limit the pursuit of Ubi. marketing. Financial conditions 
place aggressive marketing programs beyond the reach of many libraries. 
The new truths are : Lib. marketing begins with a commitment to marketing 
by the library director, it develops programs and purchased by marketing 
professionals whose technique permits them to perceive and even anticipate 
user needs. Lib. must adopt their services levels to the worth and potential 
of accessible users, truly sophisticated users welcome the opportunity to 
participate in the definition and design of lib. services. Marketing success 
is measured by low new lib. services are received by discriminate users. 
, USER EDUCATION. 
205. CHEUK (B.). Marketing approach to the design of education programs 
for undergraduates. Reference Services Review. 27 (1) ; 1991 ; p. 62-8. 
Author says that undergraduates need user education programmes but 
they are not well designed to meet their needs. If libraries can better understand. 
Undergraduate need. They can redesign existing user education programmes. 
He presents models and theories that the factors affecting those needs. It is 
unrealistic for librarians to sei-ve every undergraduate's needs. Effective segments 
is necessary to identify realistic segments to be targeted. Subject based 
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segmentation is an effective means. 
, USER'S NEEDS. 
206. INDER MOHAN (R.). Marketing of Information : A cognitive model of 
user Decision process. Thirteenth national seminar of lASLIC. (Calcutta) (1988) 
; p. 33-42. 
The author says that the marketing approach can be effectively applied 
for determining user needs for information products and services. Studying 
information user needs and the various steps involved in user decision process 
he found that it become imperative as the concepts of utility theory is applied 
to information products and services. He presented a survey of the research 
studies which examines user needs in phycological terms. He made a systems 
approach to study the user decision process approach to study the user decision 
process and in particular the decision process model conceptualized by James 
F Eagle to illustrate the framework of the relevant behavioual and psychological 
variables in user decision-process, linkages among the key variables in usee 
decision process and post behaviour conditions. Examined the implication 
and recommend interdisciplinary dialogue among marketers, psychologists and 
information professionals which can lead to the development of Unique, 
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innovative approaches for defining user needs. 
, VALUE MEASUREMENT. 
207. HANNABUSS (Stuart). Measuring the value and marketing the service : 
An approach to library benefit. Aslib Proceedings. 35 (10) ; Oct., 1983, p. 
418-27. 
This article describes that the value of libraries and information services 
lies in their contribution to customer information needs, As non-profit 
organization, there benefit is seen less as profit than as benefit or utility to 
the communities they serve. The follow service goals and resource management 
goals, and a successful balance ensures effectiveness and efficiency. Good 
management methods within the organization increase the likelihood of achieving 
these goals, and such method include systematic monitoring and analysis of 
internal data and systematic and imaginative marketing. 
, WEB. 
208. AWE (S.C). Web Watch , Library Journal. 124 (10) ; Jun, 1994 ; p. 36. 
The author notes that while marketing/advertising sites on the web are 
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plentiful, it is not always essay to find solid information backed by authority 
and hard data. He review several large gateway sites followed by 3 more 
focussed categories - from advertising to web marketing - useful to students, 
researchers, librarians and small business owners/managers. While print materials 
may offer more clearly authoritative information, the web offers timeless and 
particularly broad range of material, including articles, "how to" guides, 
governmental information and commercial sites. The 3 main sites reviewed 
are : Unit of Taxes advertising world (http: /advertising, utexas. edu/world) 
; Mining Co. Com marketing Guide Sites (http: /marketing, mining Co. Com), 
and smartbiz.com (http: //WWW. Smartbiz. com). 
209. BLAKE (P.). News/Retrieval nears its web debat : time - to - market issue 
have dictated Dow Jones access strategies. Information Today. 14 (1) ; Apr, 
1997; p.10-1. 
The author discusses the developments and marketing of Dow Jones 
News/Retrieval, wall street Journal Interactive Edition Website and the 
publications library. News/Retrieval is marketed as an in depth research tool 
and the wall street Journal interactive edition as a current news product. The 
publications library offers more than 65 million articles from 3,500 magazines, 
newspapers and newswires. The web version of the publications library is 
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available only to subscribers of the wall Street Journal Interactive edition 
offering about a dozen publications to search. When parts of News/Retrieval 
are offered on the web in May or June all 3,500 publications from the 
publications library will be available. The UK Financial Times will be a 
part of the web version of News/Retrieval. The web version of News/Retrieval 
news clipping push technology. 
210. GUIVTHETR (K.). Publicity through Better web site design. Computers in 
Libraries. 19 (8) ; Sep, 1999 ; p. 62-4. 
The author considers what factors libraries should considered when 
designing web sites to market and promote their library services, including 
; search engines ; search engine hybrids ; Internet directories ; Internet guides 
; metasearch engines ; using metatoys of index web sites effectively ; web 
sites addresses and naming conventions ; writing for the WWW ; mass 
submission methods ; subjects area knowledge ; making web rings ; and 
other ways of making users return repeatedly. 
• • 
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